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MINNEAPOLIS-ST. PAUL WDCY is lim . . . All-div average. 
Proof: Hooper {3].9'^() . . . 'I'rcnJcx . . . I'ulse. Sec Blair or 
General Maiuger Jack 'rha\er. 

KANSAS CITY WHB is first . . . All-Jay. Pro<5f: Metro Pulse, 
Nielsen, TrenJex, Hooper, .Area Nielsen, Pulse. All-J.n average 
as high as 4S.5^ (Nielsen). See Blair or General Man.ager 
George .Armstrong. 

NEW ORLEANS WTIX is hrst . . . All-J.ay. Proof: Hooper (W FIX 
2 to 1 ) . . . Pulse. See .\J.-.ni ^'oung or General Manager 
FreJ Berthelson. 

MIAMI WQAM is hrst . . . All-day. Prtx)f: Htwper (42.1'". ) . . . 
Pulse . . . S.Hithcrn Florida Area Pubc . . . Trendex. See Blair . . . 
or General Manager Jack Sandler. 




rODAY'S RADIO FOR TODAY'S SELLING 

TORZ. PRESIDENT • HOME OFFICE: OMAHA. NEBRASKA 



WDGY Minneapolis St. Paul 

REPRESENTED BY JOHN BLAIR A CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR i CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR A CO. 



THE TV /RADIO 
RATINGS 
MADNESS 



» 



f 



The ii.-c aii<] :i(l<-i|n,U'\ 
of ratiiij;> i> a liot ^iih- 
Ject of (]i^cu->i<)ii tlii.- 
Avcc-k network jittcr- 
iippcnr am] talk- on tlif 
i^uhjfi t lloo«] thf air 

Page 33 



Why Hoffman 
marketing 
demanded humor 

Page 36 

How your tv 
commercial 
gets on the air 

Page 40 



Christmas 
buys on 
network tv 

Page 45 




LIVE 
PROGRAMMING 





LIVE 
NFTV/ORk 




Live 

PERSONALITIES 




PROMOTION & 
MERCHANDISING 




LIVE" 
CHILDREN'S SHnw^ 





LIVE 



Tit* ^ 





THE STATION WITH 
NINE UVES 



In tune with Texas' taste — 
closer to Houston's heart — 
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More Central Iowa families watch WHO-TV every day 
than any other television station in the area. 

The September 1957 ARB Des Moines Metropolitan 
Survey of this 3-station market shows that 
WHO-TV is first or tied for first in 4l<7c of all 
quarter hours surveyed. 

On weekday afternoons, 12:00 to 6:00, WHO-TV 
leads or is tied for first in 70 of 120 quarter hours — 
delivers an average of S.O^c more television homes I 

WHO-TV offers advertisers the same top-notch 
programming, promotion and audience loyalty that has 
always distinguished the WHO Radio operation. 
Ask your PGW Colonel for all the facts. 



WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio. Des Moines 
WOC-TV, Davenport 
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station earn in the coming year? 



HELP YOURSELF TO NEW BUSINESS, NEW REVENUE, 
WITH RCA THESAURUS LIBRARY COMMERCIAL FEATURES 

RCA THESAURUS LIBRARY SERVICE: The all-inclusive recorded library designed to give you a wide variety of sure-fire 
commercial features for making your station more attractive and effective for advertisers! Here's what you get: 
1. SINGING COMMERCIAL JINGLES: Attention-getting lead-ins for your commercials, assuring sponsors more 
effective advertising. Over 2,000 of these for more than 70 local sponsor classifications, plus shopping, time, weather, 
station break and holiday jingles. A bonus for your advertisers. 2. "SALES BOOSTER" CAMPAIGNS: Series of fas- 
cinating recorded teaser features that attract greater sales for your sponsors. Jingle lead-ins capture interest, hold 
audience through commercial, then "pay-off" for sponsor and station. Now includes five saturation announcements: 
"Double Talk," "What's the Meaning of This Name," "Sound Advice," "Little Known Facts," and "Impersonations." 
3. SHOW THEMES: To introduce local commercial shows, like disc jockey, news, sports, home and farm, etc. Show- 
Themes give your station a personality. 4. SHOW STOPPERS: Adds a staff of 60 voices to your station! Library of 
over 360 recorded comic situations and lead-ins to commercials. Recordings with scripts that work your DJ's right 
into the act. Completely catalogued for easy daily use. 5. SHOP-AT-THE-STORE-WITH-THE-MIKE-ON-THE-DOOR 
Merchandising Service for Sponsors: RCA Thesaurus' famous copyrighted promotion package that regularly brings 
stations $5,000 to $20,000 extra income annually. Operating manual gives step-by-step guide to greater profits. Test- 
proven and used by more than 400 stations, 20,000 merchants. Includes jingles, voice tracks by big-name stars, decals 
with your call letters for stores, and other features. Sells products . . . sells sponsors . . . promotes your call letters. 
6. ECHO ATTENTION-GETTERS: New, clever, uniquely effective device! Words such as "Startling," "Bargains," 
"Big Sales" . . . heard first in clear, then rapidly repeated on echo. A wonderful audience-alerter to lead into com- 
mercials. 7. COMMERCIAL SOUND EFFECTS: Over 300 special sound effects, to add new impact to commercials. 
Now available to hypo sales in 35 different sponsor classifications. 8. MONTHLY RELEASES of new commercial 
features. PLUS . . . monthly marketing bulletins, catalogues, and brochures to help you sell sponsors. 

RCA Thesaurus offers a cottiplcte service including: The 
Lawrence Welk Show; Paul Whiteman's "I Remember When" ; 
Over 5000 Musical Selections; Weekly Continuity Service; 
and Recorded Holiday Programs. Get the whole story of low- 
cost, profit-making RCA Thesaurus today! Call or write . . . 

Ji^l RECORDED F»i AM SF CES 

^ — 155 East 2itli Street, S'ew York 10, X. Y., MUrray Hill 9-7200; 
41,5 X. Lake Shore Drive, Chicago 11, III.. WHitehail 4-3693; 
134 Peachtree St., X. IV., Atlayita 3, Ga., JAckson 4-7703; 
7901 Freeway Dallas 35, Texas, FLeetwood 2-3911; 

1016 S. Sycamore Ave., Hollywood 38, Calif., OLdfield 4-1660. 
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Denver families buy the 
products and services they 
see advertised on KBTV 
because KBTV is the only 
Denver station programmed 
for the entire family . . . 
For the highest-rated 
one-minute availabilities, 
Daytime or Nighttime in 
Denver, see Peters, Griffin, 
Woodward, Inc. NOW! 



BT 



Mwnint 



Denver'* 
Family 
Station 



Jon Hnrold 



NEWSMAKER 

of the week 



T(Klay\s limes force l}usin('ss fo (ulverlise inoro lhan ever; 
budgets iinlieard of in pre-tv days are spent in television 
alone. Result: birth of '"''show inp" advertisers who demand 
precision measurements of advertising efjectiveness in creat- 
ing sales. This iveek Dr. W. II. W^ulfeck named ad-men, 
''''don''t wait, management ivants facts and figures i\OW !''"' 

The newsmaker: Dr. Wallace H. Wulfeck. this week 
elected to his second consecutive term as chairman of the Advertis- 
ing Research Foundation's board of directors, posted a warning to 
admen in an address to ARF during its third annual conference 
( 14 November) . 

Dr. Wulfeck cautioned that business management "won't long be 
jnit off" in its search for data to justify toda) 's increasing ad\er- 
tising expenditures. 

He charged the ad industrj with 
lagging behind in its obligations, 
stating: "We have begun to de- 
velop techniques for measuring 
some facets of the problem ( what 
does advertising really do for us? ) 
but we ve been much too slow . ' 

I he \^'illiam Est) executix e cited 
two areas of research need in air 
media. "W'e will have to tackle 
the audience jiroblems of radio 
and tv." and "we must reliabh 
ex aluate commercials, ' he said. 

The increasing necessity for proof of ad\ertising effectiveness is 
emphasized by Dr. Wulfeck's prediction that $13.6 billion will be 
spent in advertising by 1965. (Applying the present percentages for 
tv/radio $3.1 billion of this would go to air media in 1965.) 

Dr. Wulfeck told ARF "the industr) nmst find the mone\ to 
support unbiased research people who have the skill and ingenuitx 
to tackle these problems with vigor and objectivity and honest)." 

He hinted at the existence of fear of this t) pe of research on the 
jjart of some admen when he said, "American industr) has not 
been afraid of product obsolescence through research. Wh\ should 
media and advertising resist inquirx. which nia\ lead to new and 
vasti) superior products? " 

He saw the answers to management's demands for facts and 
figures arrived at through cooperative effort, with no one segment 
of the advertising industry charged ivith the responsibility. 

"Only through a cooperative enterprise like this (ARF), agencies, 
adxertisers and media working together, with nmtual confidence and 
trust — share and share alike — can these problems be solved to the 
best interests of the industr) as a whole," he said. 

Alcuin Lehman, managing director of ARF, questioned by SPON- 
SOR after Dr. Wulfeck's speech, said that ARF would tackle the 
situation oidy "if the members express the desire to work on the 
problems. They would have to be handled in segments, by differ- 
ent committees. Committees are now working on some of these mat- 
ters, but there could be more. The first sujjport necessary is one of 
desire to meet the challenges that Dr. \^'ulfeck portraxed." ^ 




Ur. W allace H. IT u I leek 



YO UNG tf RUBI€AM, 
AdverlismP^ 
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Television wasn't in the picture — back in 1923 — when Y & R 
started in business with the basic idea of resisting the usual. 

Today with TV commercials calling for more and more 
ingenuity and imagination, it's still a good principle to follow 
— if you want your commercials to stand out above the rest, 
and get the increased attention that leads to increased sales. 
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AMERICA'S lOth TV MARKET 




N>C^ ■ •••••••• 



316,000 WATTS 



A 



reaching most families at lowest cost 



STEINMAN STATION • Clair McCollough. Pres. 



Here is a vast land of superlative opportu- 
nity. In SELLvania, your sales message 
reaches a great, prosperous market with its 

3'/2 million people 

1 ,01 5,655 families 

917,320 TV sets 

%6Va billion annual income 

$3"54 billion annual retail sales 



Representative: The MEEKER Company, Inc. New York 



Chicago 



Los Angeles 



San Francisco 



Most significant tv and rojlio 
news of the week with interpretation 
in depth for busy reailers 
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INVw spot tv hiisiiirs.s may !>»' snli.^fiu'.lory in tin' top 1 or 20 iii!irk»'ls, Imt the 
in the smaller markets continues to l)e r«)ii;:h. 

Reps clieckiiig this week with agencies on llie near-term onllook found llie situation 
sliaping up thus: 

• Afjeiieies still iire sitting on wlu)le eaiMpaijiiis tliat are readv to po hudpets «et 
and markets selected — just wiitinjr f«)r the «^o-allea(l signal from the rHcnt. 

• Some of these campaigns have heen on the hack hurner for at least two months. 

• There still is the ]n)ssihility of a 1)}'4. sudden pickup. 

• Film syndicators probably are bapgin;; some sp»)t sp«)nsorH with other tvpcs of 
deals (page 53). 



The present quiet in the spot tv sect«)r has a small silver lining, ln)wever. 

Pending a recharge in huying activity, media people are having an opportunity 
to put through invoices for payment. 

\^^iile the huying rush was on, agency personnel became so snowed under hv paper- 
work that payments to stations in several of the shops got from a mouth to three mouths 
in arrears. 



The week's biggest gloom-chaser: The F. W. Wool worth Co.'s tv spot ad- 
vertising may take on cross-coimtry scope during 1958, with the chain picking up 
the entire tab. 

Woolworth has a test campaign running in 33 key cities over a three-week period this 
month and next. The nine announcements will be devoted exclusively to a wallet manufac- 
tured for the chain (L)Tin Baker is the agency). 

Woolworth will drop the Percy Faith sln>w on CBS Radio on 4 January- — primarily 
the decision of new advertising management. Most of the money for this series — SI mil- 
lion a year — had come from suppliers. 

On the network tv front, there's the firm feeling that next year again will be 
a dandy. (For this year's status to date, see items on next page.) 

But a new batch of problems is brewing, too. This is how tv executives described 
them to SPONSOR-SCOPE: 

• The biggest worr>' is the shortage of good, strong. an»l fresh programs. 

• There's a lot of money on tap for network spending, but the buyers are playing coy to 
see fl) bow the program competition finally shakes down, and (2) where they can 
get the best "deal." 

• Tliere wll be a heavy pressure toward easier "outs'' from program commit- 
ments, probably resulting in a revolutionary change in the relationship of the networks 
and their program suppliers. 



Tip to chainstore operators: If you're opening a new outlet and want to make sure 
that your own people get first look at the details, get the event on a tv show. 

That motive figured big in the origination of the Dave Garroway show last week 
from Allied Store's new department store in Paramus. X. J. 

Allied became wedded to this type of live pickup for openings after a similar tele- 
cast for a Jordan 3Iarsh unit in Frauiingliam. Mass. It found that over SOT of the 
store's buying, merchandising, and selling personnel had seen the program. 
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SPONSOR-SCOPE coruinu^ . . . 



Lever Bros.' buy this week of about 150 news periods on Mutual between now and 
the end of the year is the precursor to a still bigger commitment on another network. 
The other deal will be for participations to run into next year. 
The two commitments will add up to between S300-S350,000. 
Products involved in these campaigns: Pepsodent and Dove soap. 



CBS, Inc., came through the first nine months of the year with a total net 
take of $275.2 million— 7.4% better than in 1956. 

Net income for the nine months was $13.9 million vs. $9.3 million for the similar 
1956 span. 

Current earnings are equivalent to $1.82 a share. 



NBC's corporate tidings show advances over last year in the amount of time 
sold on every one of the company's fronts. 

Comparing the first week in November for 1956 and 1957, the figures show: NBC TV 
nighttime, up 2 hours and 23 minutes; NBC TV daytime, up 14^ hours; NBC Radio, up 
88% in hours sold. 

NBC Radio came out slightly ahead of CBS in sponsored hours this month. 

The comparison for the index week of 4-11 November: 

% SPONSORED HOURS ON 
NETWORK SPONSORED TIME ALL RADIO NETWORKS 

NBC 46 hrs., 37 minutes 37.1% 

CBS 45 hrs., 5 minutes 35.9% 

The NBC count is the highest for the network since 1953. 



CBS Radio has put the planks into several new selling platforms that might 
be useful to the medium in general. 

This is what they stand for: 

1) In these days of complex marketing problems and a profits squeeze, the 
advertiser must find ways of getting a little more for his dollar. CBS' cost of delivered 
homes — be it dajiime, nighttime, or weekends — stretches that dollar to the utmost. 

2) For the same amount of money, more women can be reached at night 
than in the daytime. A weekly investment of $10,200 will buy these unduplicated wom- 
en's audiences: daytime, 4,678,000; nighttime, 5,545,000. 



Peters-Griffin-Woodward's experience with its new spot tv presentation, A Lo- 
cal Affair, lends proof to an old advertising adage: Keep your story up-to-date, and you'll 
find an interested audience. 

Several showings of the presentation have brought this payoff: Advertisers asked 
the rep to supply them with additional data for use in masterminding campaigns. 

So far P-G-W has been circuiting the presentation only out of the New York and Chi- 
cago offices. A copy will be available to West Coast admen after the first of the year. 



As the tv season proceeds, more and more anthology dramatic shows are relying on 
straight melodrama. 

Behind this trend is the conviction among Madison Avenue program experts — as learned 
by SPONSOR-SCOPE this week — that big audiences no longer are attracted by finely 
and soberly developed themes. They cite this evidence: 

• Playhouse 90's audience fluctuations as it varies from the unexplosive to the melo- 
dramatic. 

• Suspicion's inroads on Studio One. 
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SPONSOR-SCOPE contmued 



There's nothing new in cuhhIii;; out the riitnif^ M<'r^ i<'<'H this time of year. Hut luHt 
w<'<'k tlic ljiiigiui';<» iil(>ii<; iMadisoii Av<'. \<,i\^ hliu-r tlinii it <m«t Ikih Ixm-ii. What it 
lod up to was this aj;oni/inf^ question; 

"Iln^c let iNi<'Ij«'ii, Tr<Mi<I<'x, AIUJ, niul tin* otluTH take <iv<'r rontrol of Iv'h 
pro'iraiiiiiifi and ntrnti'^y from tlu' cr<Mitiv<' f<'II<)WH?" 

Madison Avenue will he the first to admit that tlicre's an cleinent of fiuilt in that ques- 
tion. Tor, after all, Madison Avenue originally was as anxious as anyhody for sonic guid- 
ance from the computers. 

Hut what has changed the picture now, sa\ the soul-searchers, is that: 

1) In<IiHrriiiiiiiate publicity on ii welirr of fifinros is r<'Hnltiii'j; in a crap giinie 
that iioh<)<ly r<':illy iiii(lcr8tiiii<ls anymore. 

2) Clients keep losinj; sight of the fact that ratings are Hiipposed to he a 
«jiii<h' — not a command. 

Here are some playbacks — suitably cleaned uj) — of what agcncynicn and programcrs 
were saying to each other this week: 

• "Ratings are treated with such importance that it's become a case of the tail wagging 
the dog." 

• "In ratings the business baa created a Frankenstein that, unless fettered, will de- 
stroy all sense of original thinking and experiment." 

• "Tlie biggest problem in the show side of tv is to bring ratings within their proper 
perspective and stop this mite of knowledge from heconiiiig <langerous." 

(For further details on how the "tyranny of ratings" has gripped Madison Avenue more 
than usual this season see Rating Madness article, page 33; also editorial, page 90.) 



Don't sell the women viewers short when you buy time around the \^Ttching 
hour. As late tv sitter-uppers, they outnumber the men almost 2-to-l. 

Here's an audience composition breakdown of IVBC TV's Tonight for the 12-12:30 
a.m. EST period that might serve as a clue for gauging the sex and age brackets of the 
post-bedtime viewer: 

D.W % WOMEN ^ MEN % 16 YEARS & UNDER 

Monday 62 35 3 

Tuesday 59 37 4 

Wednesday 57 37 6 

Thursday 61 36 3 

Friday 60 34 6 



New national radio spot business came alive with a flourish in Chicago this 
week. 

Among the choice morsels it produced were these : 

STEWART-WARiNER'S ALEMITE: Five-minute strips, Monday through Friday, 
news and weather or sports, in around 100 markets, for 52 weeks, starting 1 January, via 
Erwin Wasey-Rutbranflf & Ryan. 

MARLBORO CIGARETTES: Ten and 15-niinute news and sports programs, early 
morning and dinner time, for 52 weeks, in 25 key markets, starting 15 January, through 
Burnett. 

Both network tv and network radio bad corking good weeks: 

• NBC TV signed up around S2 million gross in new daytime business, with the ac- 
counts including P&G, Slenderella. and Sunkist Tnna. 

• NBC Radio contracted about S500.000 worth of business for next year. Among the 
advertisers are E^-inrude Motors. Northwest Airlines, Sterling Silversmiths' Guild, 
and John E. Mitchell (air conditioning). 

• CBS Radio sold an across-the-board 10-minute strip with Peter Lind Hayes and Mary 
Healy to A. E. Staley Manufacturing (EW-R&R) and 33 7l/^-minute daytime units and 
five impact segments to American Home Foods (Y&R). 
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SPONSOR-SCOPE continued . . . 



Several loose ends have to be -HTapped up before ISBC TV can claim that it 
has next year's daytime savings problem lieked via the use of tape recorders. 

Lawrence Rogers II, of WSAZ-TV, Huntington-Charleston, this week pointed out that 
the feed-hack facilities as set up by the AT&T would leave 5^ million homes 
mthout tv network service. 

The markets, according to Rogers, would include Detroit, Toledo, Cincinnati, Grand 
Rapids, Charleston-Huntington, Indianapolis, Lansing, Bay City, Zanesville, Lima. 

The CARTB — with the aid of Young Canadian Ltd., Weed and Devny — this 
week sponsored the first presentation on Dominion radio to U.S. agencies. 

Here's the reason for this move: Though U.S. subsidiaries in Canada tend to shift air 
buying to Dominion agencies as distribution expands, agencies in the U.S. continually 
are taking on clients with Canadian ambitions. 

Recent examples: J. L Case (farm equipment), Milner Products, Perma-Starch, Pine Sol. 

CBS Radio this week joined the tug-of-war between the network affiliates and 
the independent music-news stations. CBS' muscle consists of a motivational analysis. 

In essence, the study deals with attentiveness, identification, and believability, giving a 
contrast between CBS' six o&o's and the leading independents in the same markets. 
Highlights of the results: 

IDENTIFICATION: 90% of the listeners correctly identified network stations; 76% 
of the independent-station listeners correctly identified their stations as independents. 

NEWS BELIEVABILITY: When conflicting accounts are broadcast on different sta- 
tions, 53% said they believe the CBS outlet; 11% said they believe the leading independent; 
10% said they believe another network station. 

COMMERCIAL BELIEVABILITY: 48% say they are most likely to believe the 
CBS o&o; 15%, the leading independent; 30% believe commercials on both o&o and leading 
independent. 

Baltimore's passage of a tax on advertising last week was an echo of some- 
thing that happened in Hawaii last July: Tlie Islands' politicos imposed a 314% 
tax. 

The Hawaiian newspapers have been fighting in the courts for repeal of the act, mean- 
while absorbing the tax. On the other hand, tv and radio stations have been passing 
the tax along to the advertiser. 

(See WRAP-UP, page 67, for trade reaction to the Baltimore action; also see WASH- 
INGTON WEEK, page 79.) 

MGM's buy of a spot announcement this week on WCBS TV, New York, follow- 
ing Sunrise Semester, set at least two precedents for a film producer: 

1) The choice of time (7 a.m.). 

2) Plugging a film on tv three months before its scheduled opening. 

(The price of the 20-second announcement on the final day of the series' six lectures on 
The Brothers Karamazov was $300.) 

Incidentally, here's some interesting data that has emerged from this experiment in 
educational dawn telecasting: 

• About 120,000 viewers tune in to Sunrise Semester daily. 

• Barnes & Noble, bookseller, has found the spot preceding the lecture a highly prof- 
itable investment. (Cost: $112.50 per spot.) 

• About 75% of the mail is from the snhnrbs, and 69^^ of it is signed by women. 

• Over 200 students have enrolled with N.Y.U. for credits in connection with the 
Sunrise Semester program. (Fee, S75.) 

For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Film-Scope, page 53; Spot Buys, page 60; News and Idea Wrap-Up, page 67; Washington 
Week, page 79; sponsor Hears, page 82; and Tv and Radio Newsmakers, page 88. 
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ZIV SETS THE RATING PACE! 

! 



riops 

1 •VNDICATCD SHOWS 

IN DAYTON 


#1 MEN OF qq q 

1 ANNAPOLIS . .UU.U 

#0 HIGHWAY QQ n 
J PATROL . . UU.U 

*5srE™™25.0 

Pulse Sept. '57 




SYNDICATED SHOWS 

PinSBURGH 


*\ p"S" 42.5 

^3 MAN CALLED X. . 39.2 
"^5 DR.CHRISTIAN. . .36.9 

Pulse. Aug. '57 








#1 HIGHWAY Q1 Q 
1 PATROL U 1 .U 

"^2 DR.CHRISTIAN. . .23.1 

#q MEN OF IOC 
U ANNAPOLIS .... 1 O.J 

ARB, Sept. '57 




snops 

SYNDICATED SHOWS 

IN WASHINGTON 


#1 HIGHWAY 1 ti 0 
1 PATROL 1 \}.L 

#q MEN OF ]AA 
0 ANNAPOLIS .... 1 H. 4 

^C SCIENCE FICTION 1 Q C 
J THEATRE 1 U.J 

ARB. Sept. '57 



3nOP5 

SYNDICATED SHOWS 

IN ATLANTA 



3nOP5 

SYNDICATED SHOWS 

IN BALTIMORE 



2nOP3 

SYNDICATED SHOWS 

IN HOUSTON 



SrTOPS 

SYNDICATED SHOWS 

IN CLEVEUND 



n 

#4 
#5 



SCIENCE FICTION 
THEATRE 



DR.CHRISTIAN 



MAN CALLED X 



20.7 
14.9 
14.2 

Pulte Ault '57 



#2 
#4 



HIGHWAY 
PATROL . . . 

MEN OF 
ANNAPOLIS . 

MR. DISTRICT 
AnORNEY . 



21.4 
17.9 
13.6 

ARB. Sepi 'b? 



*] 

n 



HIGHWAY 
PATROL . 



20.7 
16.5 



MARTIN KANE . 

Pulse. AuR 57 



#1 

#2;; 

#3 



HIGHWAY 
PATROL . 



1R. DISTRICT 
ATTORNEY . . 



MEN OF 
ANNAPOLIS 



24.8 
.21.0 
17.2 

ARB. July -57 



"HE SPONSOR OF A ZIV SHOW HAS THE GREATEST OPPORTUNITY FOR TV SUCCESS' 



ZIV 





TIME AFTER TIME IN CITY AFTER CITY! 

From the top name in syndication come the top shows in continuing audience surveys! 



SOUTHERN 
CALIFORNIA 
• INTERURBIA 

SANTyk BARBARA 

SAN BERNARDINO • 
RIVERSIDE • 




PALM SPRINGS • 



LOS ANGELES 



IS COVERED BY 
only^l^ stations 




SAN DIEGO 



IMPERIAL VALLEY P> 



INTERURBIA ... "a complex of 
cities, towns, suburbias which 
have grown together . . ." is startlingly 
illustrated in the solidly packed strip 
from Santa Barbara through 
Los Angeles and San Bernardino- 
Riverside to San Diego. 

NCS #2 CONFIRMS individual city 
ratings . . . only 3 radio stations 
are popular and powerful enough 
to deliver complete this multi-million 
super-market. 

OF THIS TOP TRIO, KBIC is 

• the only independent 

• the least expensive station 

• LOWEST in cost-per-thousand 

by one yard stick, second by the 
other. 

Any KBIC or Weed man would like 
to show you the documents. 





KBIG 



\ I The Cololino Stalian 

I 10,000 Walls 



ON voun 




JOHN POOLE BROADCASTING CO. 

6540 Sunmet Blvd.. Los Ang«1es 28, California 

Telephone HQIlywood 3-3705 

Nat. Rep. WEED and Company 



TImebuyers 
at work 



Chuck Helfrich, l]r\\in, W'ase), RutlnauiT Uuiii, Lo> Aiijiele:-. 
radio and tv iiietlia director, sees alternate-week television sponsor- 
ship as a development beneficial to the in<lu>tr\. "It enables small 
budget advertisers to use the nicdiuui." be j)oints out, "and j)erinits 
larger advertisers to sponsor two or more programs, tlierebx reacb- 

Pbe onh 



ing a broader audience. 




problem is in tbe minds t)f some 
peoj)le who are conditioned to 
complete sponsorship through 
earlier use of radio and television. 
These people feel that tbe reduc- 
tion of frecjueiicy seriously ham- 
pers tbe elTectiveness of tele\ isicjn. 
Why should alternate-week televi- 
sion be cause for concern when its 
fre(|uency compares so favorabl) 
with the great majority of maga- 
zine and newspaper schedules? In 
fart, with cross-plugging, an advertiser still maintains every week 
exposure on television. Ver\ few print campaigns ran match this 
fre(pienc). It would seem that if we can acrej)t a television com- 
mercial — cond)ining sight, sound and motion — as being at least 
comparable in impact to a magazine or a newspaper advertisement, 
it is unfair to single out television for criticism of its continuity." 



Anita Wasserman, Lawrence C. Guinbinner Advertising Agency, 
\ew' York. sa\s that "it's difficult sitting behind a tiniebu\ing desk 
in New York to decide which independent radio stations to choose 
for your account. They're all 'music and news' according to their 
logs. But there are difference? — and these can mean the difference 

between a lukewarm campaign and 
a really successful one. A time- 
buyer asks these questions before 
making a buy: Does tbe station 
have a good, clean operation that 
respects advertisers and listeners 
alike — or does it cram too many 
commercials together and use 
"ginnnicks " to liyjx) ratings? Does 
tbe station tie in with its comnm- 
nity and serve its listeners or 
just grind out "Top 40" tunes? 
Does it have a good share of local 
business — alwa\s a good barometer of a staticm's status in its borne 
territory. Are its disk jocke\s good salesmen or just record- 
spimn'rs? Listen to station taj)es. Fiiiallv, are \ou bu\ing good 
radio with a realistic merchandising assist — or so-so radio spot 
tomiage because of low rates and blue sk\ merchandisiim?' " 
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New York. I 
• . season is now open in "P^^^ channel 
The hunting ^.^ations in early for 

hope you have your res 

8^°^^^- from dawn unta sign- off 

taking pot- shots at expecting to get 

,Heir daUy rale card bagged a brace ^^^^^ 

choked, ^^g^e-barrel^^^^^ ^^^^^ id 
taUed minutes and ^ 
, from both Abercrombie ^^^^^er 
Game experts from abundance of to 

Bradstreet f J-^^/^irer^e as exists anywhere. 

,..we do suggest that you hire a 
R^^^ ^rv l r commend Fred ^en- - °^ ^.n. have 

^-^-^^ ^tthe Aency. Both know the te 

rrp'a-es and wUl travel. ^ 




Paul Adanti 
Vice President 



CBS 



^^^^ 



MEREDITH STATIONS 

KCMO and KCMO-TV, Kansas City • KPHO and KPHO-TV,Phoen 
WOW and WOW-TV, Omaha • WHEN and WHEN-TV,Syi 
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;i(l\cili-ci> KM. I M*()\.S()1{ iIkui 
("tlicr hroiidcii^l piilil ion. ()\ci 101)', iuuh- Ii\ 
('\ (M \ iiMlr|)('ii(l<Mil 

More ;ij;(Mic\ iiicii read SI'ONSOIJ lli.iii iiiu nllici 
1)1 (i.i(lca-l |)iil)licali()ii. ()\cr If)'* iiioic li\ r\rr\ 
in(l('|)('ii(lnil -IikK.* 

I hi^ i- llic Icani xdiTxc j^ol Id -ell. 

Sr()\S()l{ i- ill.- oiiK mapaziiir in il- licM cdilcd cxclii-'n cK and 

|)iii|)()iiil('d dircclK towards llic iiilcrc-l ol not ju~l 

(inc — l)ul o\(Mv inenihcr of llii> all iiiiporlaiil l)ii\ iiij: l.-am. 

Wcok afl(M- week SPOXSOH (miIci^ iiioh- 
dcc'i>ioM-makiii!2 d()oi>. Packed uilli indii~li\ new-, uilli 
imporUinl feature-, \\itli studies iu depth 

of the nian\ phase- of the indu-trv. it< coinprehen-iv e uuder-tandiu^: 

of the radio and T\ >eene has made it tlie 

"nui-t read" hook of the nation'- hroadea-t planner- toda\. 

Si'OXSOR reaehe- the team that huy- the time. Kea« he- it better and 

more eeonomieally than any other ])uhliealion. 

Quantitati\e -tudie.- prove that Si'ONSOR will deliver \our 

aiKertisiiic; me--age to thi- team for half the 

eosi of the next leading magazine. 

To -el] ihe team that buy- the tinn- whate\er \our hudgel 
SI'ONSOR i> the nund)er 1 hook in die field. 

*Mii(lii's' fiirnislio.l (in rrquf*!. 




'V * - // kid 

Fred R. Roper ^ 
Assistant Advertising Manager 
Standard Oil Company of Calif. 




Pirlnrerl art" ~nm.' of lln" k.-v nirmlxT- of tlip 
ii(lvt-rli~i'r-ag.'n learn r'^-pon-il'l." for lh<" piir- 
i-lia-f "f liiiK' f.>r "^Idii'lar.l Oil (imniianv ..f 
(ijlif'trnia. 

Eai l) lia~ a pai.l -iilt-i riplion I-. ^I'ONsOF* al 



SPONSOR 

sells the TEAM that buys the TIME 



^^They can^t spend it 
if they ain^t got itV^ 

$ i 



$ 
$ 
$ 



Y, 



ou might not agree with 
the grammar, but the home- 
spun logic of that saying can- 
not be disputed. You can create 
a desire for whatever it is that 
you have to sell, but if the 
means of purchase are not 
available . . . then you have 
no sale. 



BUT... 




Columbus, Ga. 



$ 
$ 
$ 
$ 
$ 
$ 



has it! 



11th 



IN THE NATION 
IN PER FAMILY 
INCOME — $7,339.00 

Source: 1957 Survey 
of Buying Power 



by Bob Foreman 



. . . and WeeReBel sits right on top of the 
rich Columbus, Georgia 3-county metropolitan 
area. 



WRBL-TV Channel 4. is 

first in 97.3% of all quarter hours 
(Area Pulse. May, 1957) 




WRBL-AM-FM 

leads in homes delivered 
by 55% — or night 

monthly (NCS No. 2) 



They buy it when it 
is seen or heard on 

WRBL 

AM — FM — TV 
COLUMBUS, GEORGIA 



I 



I 



Agency ad libs 




Let's stop ratings jitters' 

Telex i>i(jM critics ;ire a c<)iitr<>\ cisiiil breed. 
Often iiieilijinrd 1)\ |)co])lc in tlie liusiiiess, they, 
nevertlieless, are grneralK coiiernied willi hring- 
iiifi to tlie attention of their readers what is 
worth-while in the mediiiin and lossinj; cahbajies 
al whal is less than superh. To the best of my 
knowledge not one coin]ji)se> his philijjpics frcjiii 
the ])(m'iiI of \ie\\ that he (or she) j;ets a pa\ 
check from a competing ad\ erli?injr medium ( iiewsjjaper I . 

Where the Iv rrilics occasionally err is. 1 believe, in seeming lo l)e 
oblivions of the fact thai television i.s su]j])(jrled hy advertising and 
that cuherlising is a sales-tool and as such must jjroduce to be 
efTcclixe and be renewed. 

This is no excuse for the lackluster television we sec so much of 
t()da\ . \or do I wish lo argue with Jack Cunningham's recent 
premi.-e that by selecting audiences television can still be successful 
bookkeeping-wise as \vell as arlisticallx . 

In fact, four weeks before Mr. Cunningham made his talk at the 
/WA. the following \vas saiil b\ — gues.- who? — me. The event — a 
press party in Cleveland; I lake the liberh of quoting: 

" I elevi.sion too fier]uenll\ caters to the lowest, the most common 
of our denominators. It can be loo middle of the road . . . too imi- 
lalixc. If yoM sponsor a \Vestern. \onr biggest comjielitor puts on a 
W estern next \ ear. If \ ou do well with a dog in your show this 
season, it Is safe lo sav that the profession of animal training will 
flourish next season. This can hardix be called jjrogress. . . . 

What ratiiifis (lon''t say 

"Our nervous preoccupation with ratings is absurd. Also, it is a 
downgrading influence on the medium. All of us are to blame for 
this — station people, advertisers, but most of all we in the agencies. 
W^e were the ones who started usins the rating services — and we 
started lo use iheni in an intelligent. ])raclical w ax . \ot because they 
offered complete evidence of the success or failure of a program. 
Hut as indications of ])rogress or lack of it in audience size, in audi- 
ence composition, and evaluation of the lime slot in which the show 
appeared. The) helped us lo determine where our audience came 
from — from the preceding program — from another network — or 
from new tune-ins. The\ told ns whether we held the audience 
thronghonl the show and whether our connnercials were attended b\ 
a res])ectable nundier of Iv homes during the average minute. 



'Howe\'er. what ratings leave unsaid 



the 



•Irengths or weaknesses 



of the show, the climate it ])ro\ ides for a jiroduct or company's ad- 
vertising, the emotional rapport or lack of it with \ iewers. the type 
of \ iew ers it attracts, their acti\ e or passiv e parlicipalicm w ith the 
])ro]jerl) — all these factors are too im])orlanl to be ignored. /\nd 
ratings do ignore them. Just b\ counting nose-^ we ma\ come to 
.-ome \ er\ dnbiou> conclusions such as the fact that a man with two 

*Sve also this issue, '"The ratings madness," page 33 



SPONSOR 



23 NOVEMBER 1957 



CALL HOLUNSBERY CO. 




He hits 
the gals 
between 
the eyes- 
4 and sales 
on the nose! 




r 




That's BOB FORSTER . . . 

Baltimore's new midday star on W-I-T-H's "Melody Market." 

When he's in one piece and driving on all decibels— which is 
every Monday through Friday from 10 to 3— Bob is a combina- 
tion of legendary Casanova and living cash register. He charms 
the gals with his warmth of voice and his wealth of DJ musician- 
ship. After that, what female can resist his pleasant, personal 
product "pitch"? Very few in Baltimore, we can tell you. 



Radio's best on 

Tom Tinsley, Pres. 

R. C. Embry. Vice Pres. 



No Bobby-come-lately is our man Forster. His string of solid 
successes extends from Cleveland (where they still miss him) 
to Baltimore (where nobody would think of missing him). Backed 
by W-I-T-H's pinpoint, no-waste coverage and W-I-T-H's proven 
lowest cost per thousand. Bob Forster's "Melody Market" is 
your best midday buy in the ever-expanding Baltimore market. 

P.S. If you have a product primarily for teenagers, we recom- 
mend Bob Forster's "Junior Jockeys" every Saturday from 10 
to 3. The kids mob Bob, too. 




in Baltimore 



National Representatives: 

Select Station Representatives in New York, Philadelphia, Baltimore, Washington. Simmons Associates in Chicago area and Boston. 
Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, Miami, New Orleans. McGavren-Quinn in Seattle, San Francisco, Los Angeles. 
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10,000 watts 



Stations in^ 
all surveys jM-^ 

6 am to 6 pm 
average share 

KOBY 

july-August 

PULSE: 

Weekdays 15.3, Sat., 16.7, Sun. 
17.3 averages 6 am to midnight 

August-Scptembei 

HOOPER: 

Weekdays 7 am-noon 18.1. doon- 
6 pm 29.4 share of ludisnce 

NIELSEN: 

22,520 rating 6 am to 9 om 
REPRESENTED BY PETRY 




KOSI 



5,000 watts 
August-September 

HOOPER: 

28.0 am, 29.2 pm share 
|une 

PULSE: 

15.6 average share 6 am-6 pm 
REPRESENTED BY FOR|OE 




WGVM 

In Greenville, Miss. 

No. 1 in both 
HOOPER & NIELSEN 
See: Dcvney & Co., 
Inc. 

MID-AMERICA 
BROADCASTING 
COMPANY 




Agency ad libs continued 



no-L'> twice as good as the chap with one. I douht if this is so. 
Kven in that peculiar art form — tv. 

"Hut more dostructi\e is our nail-hiting attention to the daily and 
fractional nieanderingb of the Trendexes and the Nielsens. This 
ahsurd preoccupation makes us slaves to their numbers instead of 
masters of the information they provide." End of quote. 

Wliat can he done to upgrade television without driving advertis- 
ers or viewers away? Seldom do we get any constructive sugges- 
tions. May I, therefore, attempt to present one? 

Tv Willi pride and pay-o(T 

Here is a suggestion calculated to help television improve the fare 
it ])rovides a hungry public without programing for the eggheads 
alone (which some critics seem to be asking for) — and equally im- 
portant — an idea that will stand up under scrutiny from the most 
meticulous wielder of the slide rule. It may even fit cost-per-1,000 
standards dictated by the thought-leaders in Cincinnati. Sounds im- 
possible, doesn't it? Well — read on: 

Suppose each network reserved one good 60-minute time-slot each 
night in the week (or less as a starter). Rather than attempt to sell 
this spot to one advertiser on a 52-week basis or to two on a 26- 
week alternating, offer these hours to four different advertisers. 

The advertisers who should find this pattern of televising attrac- 
tive are fat first) those not involved in the selling of low-ticket fast- 
turnover items. They are used to once-a-month magazine frequency. 

Those advertisers who feel the need for greater frequency-of- 
message rather than quality-of-telecast can maintain their half-hour 
shows. We are now talking to the other advertisers — those with mil- 
lions of dollars in their coffers — the hea\ y industry people with 
funds either lying fallow or in coinpetiti\e media. 

On a once-a-month basis these advertisers will have the opportu- 
nity to do good television. Their producers will have both the time 
and the budget to insure it. Each show can be promoted to the hilt 
— to the public as well as to the parent organization. 

Each advertiser (of the four per month) can maintain his own 
identity. There should be no blanket-title for the four shows — nor 
any network promotion of the time-slot per se — ^just the specific 
opus of the specific evening. Thus a gamut of show-types each well 
produced and well promoted will unfold — and will, I am certain, 
attract large audiences. 

With sufficient time to come by good properties, with sufficient 
budget to do them well, and sufficient acumen to attract top per- 
formers, we would then have really promotahle shows. We need 
not rely on habit to get people to tune in. ^Musicals, fine drama, 
substantial documentaries, w hat-have-you — thev can be done with 
pride — as well as a payoff. Any takers? ^ 



iiilliiiilllllliliiiiliilliiiiiiiiilii 1/ ' ' iiiiiiiiM iiiiiiiui".- ' iiiiiJii" iiiiniiiii. iniiiii!iii 

I Letters to Bob Foreman are welcome | 

I Do you ahvays agree with what Boh Foreman says in Agenc)' | 

I ad libs? Both Bob and the editors of SPONSOR icill be happy | 

I to receive and print your comments. Address them to Bob | 

I Foreman, c'o SPONSOR, 40 E. ADth, \eic York 17, Aew York | 

■^11 iiiiiiiKiiiiiiiiiu I iiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiNiiiiiiiiiiiiiiiiiiiiiiiiiiiii nil iiiiiniiiiii Ill iiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiini.' 
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FOR NEWS 
IN THE 
NATION'S 
CAPITAL... 




IS THE SPEAKER OF THE HOUSE! 



WRC is Washington's favorite radio station for news! Its Monday-through-Friday local news 
programs win an average 26% share of audience-greater than the competition on any of the 
other 16 radio stations in the nation's Capital. Now, more than ever, listeners want news. And 
because these audiences want news, and listen attentively, your sales story-within the news 
program format-goes over with maximum impact. You can benefit immediately from V/RC's 
big news "beat." Your NBC Spot Sales representative 
will supply you with current availabilities in a flash. Call him. 

Source: NSI Report -Washington. D. C, Area -July. 1957 



WRC-980 



WASHINGTON. D. C. SOLD BY InBCI SPOT SALES 
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1 



SET YOUR SIGHTS ON 

KSTN 

^1 Audience Getter 
in STOCKTON 

California 



Fact #1 

In Stotkton Pulse May, 
1957 KSTN leads the sec- j 
ond station by 45% i 



f 



In Stockton Hooper 2nd 
Quarter 1957 KSTN leads 
second station by 71% 



Fact*3 



By all accepted standards, 
KSTN has been the ' Wst- 
listened-to station" in the 
BIG STOCKTON MARKET 
for the past four years. 




Member Station 

A-BUY in California 
Represented by 

GEORGE P. HOUINGBERY CO 



News and views for women in 
advertising and wives of admen 



Women's week 



Chris!ni:is shopping: Admen might take early note of the gift 
preferences registered hy a cross-section of lady timebuyers and 
\vi\es of agenc}inen or clients who usually receive Christmas gifts. 
Among the two dozen ladies whose pulse SPONSOR took in the inter- 
est of smooth relations, gift preferences ran as follows: 

1. Edibles, provided they keep, said the majority. 

2. Beverages, with the same condition. 

3. Records, so long as they're not too commercial. 

Pet peeves were: (1) nionogrammed gimmicks and f2) promo- 
tional household ware. 

Said one lady timebuyer: "I could open up a souvenir shop with 
all the ashtrays, paper cutters and pen and pencil sets I ve received 
at Christmas. Some flowers might be a real refreshing change." 



Agency real estate problem : When one agency went scouting for 
bigger headquarters recently, its prime requisite was space high up 
in a building, where the majority of offices would have windows. 
Reason: The agency has been adding more and more vice presidents 
and its consulting psychologist pointed out that discrimination in 
offices could do more harm to personnel relations than a salary cut. 

Women tv contestants: The biggest problem that packagers of tv 
quiz shows and their agencies continuously face is the scarcity of 
brainy women. For example, there's a ratio of more than 10 men 
to one woman who manage to reach the finish line of the hours-long 
elimination test for Tiventy-One. 

Women, it seems, compete successfully in specific areas, hut elimi- 
nation tests such as those used by Tuenty-One and Tic Tac Dough 
stress information in various fields: politics to baby care to botany. 

Says a McCann-Erickson motivational researcher: ''Women's 
minds are as retentive as men's, but women's areas of interest tend 
to be limited and, consequently, the types of information absorbed." 

Agency cost-of-living index: \^liile the national cost-of-living 
index has risen to 123, compared to base year 1948-9, girls who earn 
their way in agencies see a far more drastic change in beginners' 
salaries during the same period. 

"When I was pounding the pavements back in 1949, major agen- 
cies offered me a hot $35 or $40 a week in their copy departments," 
a 28-year-old copywriter told SPO.NSOR. 

"Today, no self-respecting beginner will take less than S60 in the 
same spot, and men often get up to $75 in trainee programs."' 

According to employment agencies specializing in advertising, be- 
ginner's salaries actually have risen faster than any other classifica- 
tion. Showing least increase: the middle-income brackets between 
$8,000 and $15,000. 
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ELBOW ROOM 

Demand guaranteed separation for your announcements 
. . . give them Elbow Room, give them the chance to tell 
the story they were designed to tell. When your announce- 
ments ARE BACK TO BACK WITH one, two or three more 
they lose their impact . . . you just can't get your messages 
across impressively. Stamp out multiple spotting. 

OUR PLEDGE TO YOU 

^ ^ ,w..n Seoarated From . . 



;^\\ Annoo 



onts WiU Be Separatea r.«. 

,her commercial • cements 
.^«t«; bv time 13 



1 All o\yyer 

announcements by 



mosi- 



for one compjete 
cal selection. ,„e 

♦Except 10 second, qoo' 



nts 

by at least 15 
minutes. 

noU. 



This is not a new policy with 
WOLF. It is the proven sales 
formula that has brought in 
consistent renewals through 
the years from pleased clients 
representing top national ad- 
vertisers. 



We never had it so good— why spoil it. 

RATING for RATING . . . 
RATE for RATE 
in CENTRAL NEW YORK IT'S — 



National Sales Representatives 
THE WALKER CGfViFANY 




SYRACUSE, N.Y 




49th an 
IVIadiso 



Chevrolet correction 

In Sponsor?cope. on page 10 of the 9 
November i^sue (in the paragraph de- 
voted to commercial production in 
Hollywood) you say. "one of the big- 
gest orders comes frem Chevrolet 
(Universal has contracted to do all its 
commercials for the next five years)." 

I don't know what your source for 
this information was. but the facts are 
that we have five commercials in pro- 
duction at Universal, and that's all. 
We have no long-time contract with 
any film producer. 

Since I know you are as interested 
as I am in the facts presented in your 
magazine being accurate. I thought 
you should know this. 

Philip L. McHugh 

v.p. television and radio 

Campbell-Eivald Co., Detroit 



Negro radio controversy 

Madeline Allison's indictment of Ne- 
gro radio unfortunately includes the 
hundreds of Negro stations whose in- 
tegrity is on a par with the better gen- 
eral market operations. Yes, I have 
been asked by advertisers using 
KXLW, for advice on how to proceed 
legally or otherwise, against another 
Negro programed station because of 
omissions, deletions, and flagrant 
variations from the broadcast time or- 
der. However, to castigate Negro ra- 
dio and its obvious benefits because 
of a few miserable, unscrupulous op- 
erators is extremelv unfair. 



William W. Jeflferay 

v.p. and general mgr. 

Station KXLW, St. Louis, Mo. 

Her report on "shocking departures"' 
in relation to selling, programing, bill- 
ing and the over-all operating struc- 
ture is one that was considerably over- 
due . . . There is no doubt that '"blast- 
ing"' has at last become a necessary 
measure to start corrective measures. 

Howard L. Schreiber 
JTCAM. Camden. A'. /. 
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. . . (^Icar aiial\si> of tlic l>fiiffil- i\m\ 
pitfalls iif iiiarkft has been long 

o\t r(lue. . . . 

^l•l\ill DoiiiK'Mdi, sulrs mnnaiicr 
Station II II HL, Sc\c ) ork 

i't-rliaps if lliiTC were iiioio sm li arti- 
clrs, tlic.-e people that cii-\. rellectioiis 
on tlie in(lii«-lr} iiia\ e\entually l>e 
eliniiiiaU'd. 1 am makin-; this re(|niroil 
reading: for all of onr >talT so lliey thj 
not fall into an\ pitfalK which mi-rlit 
present themselves. 

IJrucc Harrington, pnirral manager 
Station WFAf, St. Louis, Mn. 

A doctor on Dichtcr 

I wonld like to coiiiinent on Dr. Dicli- 
ter's anahsis of the horror movie. A? 
a consnltiiig psychologic, it is ni\ 
opinion that there are other practical 
and relevant factors that should also 
be considered by an advertiser in mea- 
suring the psychological appeal of the 
horror film. 

The one aspect which distinguishes 

and separates — the horror movie 
from all other types of tele\ision en- 
tertainment is its huge amount of dis- 
tortion of reality: the relatively great 
distance it places between what is hap- 
pening on the t\ screen and what is 
occurring in the living room. Ibis is 
not meant facetiously: it is ']u-[ this 
fantasv aspect of the horror movie 
which contains its large appeal . . . 

In assenting to watch a horror 
movie, one is willing to be led into a 
fantasy. . . . Thus the viewer ap- 
proaches the horror movie with the 
generally confident and cocky feeling 
of entering a contest already fixed in 
his favor. He is challenging the film 
to try to fool him, to try to make him 
doubt reality. 

The viewer s feeling of superiority 
over his tele\ ision set during a horror 
movie has serious implications for the 
prospective advertiser. Regardless of 
the deeper motivations behind "laugh- 
ing at" something, it is a major fac- 
tor in the attitude of the viewer toward 
the commercial on the television 
screen: he is set to laugh at it, too. to 
feel superior to it just as be has felt 
superior to the horror movie. 

The advertiser can capitalize on the 
\iewers mood of increased prestige, 
power and authority by directing his 
message to demonstrate how the prod- 
uct can contribute to the further en- 
hancement of the \iewer. 

Lawrence Eldridge. Ph.D., 
N cir } ork Cit\ 



Ratings are up 
5th straight time 
on Channel 5 
... in Mobile 




With Nielsen and A.R.B. olready showing WKRG-TV leading 
by o country-mile in Mobile, the new TELEPULSE (Sept. '57) 
shows Chonnel 5 out in front even more. 

WKRG-TV Leads 
372 to 89 

TELEPULSE (Sept. '57) reports WKRG-TV leading Station X 
in 372 quorter hours to 89 (one tie). WKRG-TV has 15 of 
"Top 15 Once-a-Week Shows" ... 7 out of 10 "Top Ten 
Multi-Weekly Shows." 

Sundoy through Soturdoy (6 P.M. to Midnight) WKRG-TV 
leads in 155 quorter hours to 12 for Stotion X. Monday 
through Fridoy (7 A.M. to 6 P.M.) WKRG-TV leads in 165 
quorter hours to 55 far Stotian X. WKRG's Saturday doytime 
lead is 4-to-1. WKRG-TV's Sunday daytime leod is 5-to-1. 

How else can we soy ony time is better time an WKRG-TV! 
For ovailabilitics, coll your Avery-Knadel office or C. P. 
Persons, Jr., Vice-President and General Manager. 





NIELSEN GIVES US 


THIS BONUS : 






Populotion 


Fomilies 


C.S.I. 


T R.S. 


WKRG- 


TV 


1,258,000 


336,000 


SI, 467, 000,000 


SI, 060,000,000 


Station 


"X" 


1,087,000 


290,000 


1,316,000,000 


954,000,000 


WKRG- 


TV Bonus 


161,000 


46,000 


S 151,000,000 


S 106,000,000 



Channel * M m REfS 

® IMflCF^^lV AVERY. KNODEL 
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W'itli ivinlrr aj)j)n)(irliiii<(, thr .stair's icanntli mn/ siiushinr 
liohl ^rral (/llniclio/i Jor Lnsiiirs.sfncn. i'.irn nnirr dttnict'nr 
(lie the hot sail's prosj/crts ojji'rcil hy tiorthmi Floriihi — the 
area crnln iiiii on JorLso/i l illr oiid sprraditi^ for hryoiid. 

Tlwiv\s (icorijid, for inslaurr 

...an iiite^nil pari of a Jachonvillr distrihiition area that 
servos much of the Southeast. In all. -V / Georfda counties fall 
into iVMllR-T\ s 67-connty i\CS coveraiie area . . . accou titiiif', 
for example, for 17.3^( of the state's total sales of lumber, 
huihliiiif materials, hardware and farm etjuipuieut. This in 
addition to a healthy 21 .9^ c of Florida's total sales of these 
couiinodities. Together. 20.2'7i oj all Georgia and Florida 
sales of these heavy goods are ''reached'' hy llMBRTl . 

and M MBIi H, Jacksonville 

provides strong sales support throughout this dynamic area. 
The heavy favorite with 311,500 television families* in 67 
counties. IVMBR-TV owes its overwhelming lead to top-notch 
CBS Television programming backed by outstanding shows 
of dominant local interest. In every audience study since 
its inception in 1949, IVMBR T]' has led its competition in 
every quarter-hour of the week. 8 am to midnight! 

»^IBirr\ -Channel 4, Jack^onville 

Operated by The Washingrton Post Broadcast Division 

Represented by CBS Television Spot Sales 




1 



**Nice looking case 
you have there. 
Whafs in it for us?" 





"Plenty— if you're « 
buying New Orleans. 
I've got a brand-rnew Pulse that 
puts WTIX further ahead.'' ^ 




V ^ in. 




The very latest Pulse shows AVTIX with an even big'g'er lead over the next station in 
11-station New Orleans — first in the morning, first in the afternoon, and first all day with 
Hooper continues to give AVTIX top audience share in every time period, with a 
first place 24.1% all-day average. 

First place Hooper quarter hours: 200 out of 220. 
First place Pulse quarter hours ; 281 out of 288. 

Storz Station programming ideas and excitement have created a new New Orleans listening 
habit, which in turn is producing a new New Orleans time-buj'ing habit. Next time the 
Voung man calls, make him tell you the AVTIX story. Better still, give him a call — or talk 
to AVTIX General Alanager Fred Berthelson. 



WTIX 

frst and getting firster iii 
11 station 

NEW ORLEANS 





ST^Anri c:> iNj s 



TODAY'S RADIO FOR TODAY'S SELLING 

TODD STORZ, PRESl DE NT • HOM E OFPIQE: OMA'HA, NEBRASKA 



WD6Y Minneapolis St Paul 

REPRESENTED BY JOHN BLAIR & CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR i CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 
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RATING MADNESS 

The changing network Iv picture is cau'^ing more than the n>nal (jnota 
of jitters. Yet, (K'spite all the fuss ahoiit rating-, they (h) not provi<h' 
the adman with payoff information — and he'll he the lir>t to admit it 

By Alfred J. Jaffe 



I he hottest snhject in the tv and 
radio busine?? heraiiie even hotter 
this week. 

It seemed to admen that ever\l)ody 
was talking piihlicly ahout the proper 
u?e of ratings. And not a few mut- 
tered that it was high time. 

S\mptoms of the Nervous Era were 
everywhere. The number of apple- 
carts being upset a* the network tv 
season gets up steam has been generat- 
ing more than tlie usual supply of jit- 



ters among >tations. ad\ crli-^ers. ap'eri- 
ries and the tv networks lliemsel\ e^^. 

It ina\ or may not have been a co- 
incidence but the subject of ratings 
in one wav or another lia> occupied a 
focal ^pot in both \cw ^ ork and Los 
Angeles during the pist three week>: 

• It was the theme at an American 
Marketing .Assn. luncheon. 

• It was in the air during the XBC 
T\ press junket to Hollvv\ood. 

• It popped lip all over the place at 



the Advertising Research Foundation's 
annual meeting la>t week, i >ee also 
.NewMiiaker of the Week, page 6.1 

• Capping it all \vas an a<Idress on 
ratings In Blair s research chief Ward 
Dorrell at the Tuesda\ ( 19 November) 
>eiiiinar of the Radio and Television 
Kxecutives Society. 

If the thousands of words recently 
uttered about ratings can be summar- 
ized briefly, the speerhmakers said that 
(ll ratings are misunderstood. (2) 
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Rash of recent speeches on ratings 
point up the theme that they are 
both (1) misused, (2) misunderstood 



rating? arc misused and (3) ratings 
don't tell advertisers enough about 
what the) want to know. 

Thi> is not calcuhited to make an\- 
hodv on .Madison Ave. turn his head 
in surprise but the bhuit fact is that 
most rcscarrhers still feel this needed 
to he said. 

After years of exposure to ratings, 
many admen eling tc) the poekct-pieces 
as if their life depended on it (their 
jobs often do). The network tv audi- 
ence surges registered this season by 
AUG and NUC are not doing anything 
to ease the tension. 'I his nervousness 



extends down the line to netw(jrk afhli- 
ates whose individual ranking for spot 
buys is afTected. Tv stations ha\ e been 
sending furious notes to their reps 
seeking explanations for why certain 
rating periods have taken a sickening 
dip and asking how come Nielsen and 
ARB don't agree. 

I hough indi\ idual ratings don t 
mean as much on radio as they used to 
because of the large number of an- 
iiounremeiits bought, there is no let-up 
in the emphasis on cost-per- 1,000, or 
rating points per dollar, a measure- 
ment coming more into fashion. 



One of the most remarkable aspects 
of the excitement over program rat- 
ings is that they are not what the ad- 
vertisers and agency really want. This 
fact was iniplieit in a number of 
speeches at the ARF meeting. 

Dancer-Fitzgerald-Sample's William 
Weilhacher told a group attending a 
tv workshop sesssion that the audience 
the ad\ertiser wants counted is the 
number watching or listening to the 
set at the time the commercial is on, 
or, preferably, the number of pros- 
pects watching or listening to the com- 
mercial. 

Speaking to the ARF radio work- 
shop, J. Walter Thompson's Jack 
Green pointed out that, with the mar- 
keting revolution, "media function has 
also been forced into a new role. Me- 
dia selection can no longer be passed 
off merely as a matter of choosing be- 
tween vehicle "A" or vehicle "B" or 



Keen interest in ratings draws executives of top six measurement firms in rare gl 



James Seiler 

President, \RB 

Monthly tv network re- 
port based on 2,200 
diary homes. About 150 
local tv markets cov- 
ered, 17 every month, all 
diary. Will do special 
telephone coinci'len'.a's 



W. Bruce McEwen 

Exec, v.p.. Hooper 

Surveyed 133 radio mar- 
kets during: year endinf; 
30 Sept. via telephone 
coincidental method. 
Markets sampled up to 
jour times a year. Sam- 
ple per prop^ram is 900 



Dr. E. L. Deckinger 

Media director, Grey 

Moderator at AM A 
luncheon in .Veit' York 
on 7 \ov. at which rat- 
ings executives spoke. 
"Man in the middle." 
Deckinger heads ARF 
group studying ratings 



Allen V. Jay 

\. ^ . mgr., ^ ideodex 

Monthly tv network re- 
port based on 9,200 di- 
ary-panel homes. Ln over 
130 tv markets, 29 sur- 
veyed monthly, rest quar- 
terly. Local television re- 
ports are a'so diary-panel 



Edward Hynes, Jr. 

President, Trendex 

Monthly tv network 
port based on 2,' 
homes per hour in 
cities where all thi 
tv networks have i 
affiliates. I se telephc 
coincidental me th 





station "'.X" vs. -stiitloii I''.a( li iiw- 

diiiiii imi<l 1 \aliialc(l in of its 

coiitriliiition to salfs clTcctivciic-^ when 
iisetl in various |)ossililc toml)iiiatioiis 
witli otlicr iiifdia a< |)ait of tlic |)laii- 
iiing iiiarkftiiiy iiiiv." 

It's liccii said so many times tluil it s 
almost a cliclir that the oid\ rating 
the advertiser wants is a sales ratiii;^. 
This, of course, is easier said than 
done hnt William Kst\'s Dr. W'alla. e 
11. W'nlfeck insisted in his s|)eeeh at 
the AKF conference that "We in this 
industry have a nn)ral ohii^iatioii to 
fnul \\a\s of aecuraleU measuring 
what a tlollar s|)ent in advertising 
produces in sales and soon. Manage- 
ment will not he satisfied with less." 

i-'ew will disagree with this gauntlet 
thrown down h_\ Dr. Wulfcck though 
the\ may disagree with his timetahle, 
\et the rating cra/e is unahatinl. W h\ ? 

'I'here is little donht that thi> current 



ether to discuss problem 



fiodney Shearer 
H A. C. Niel-en 

\idio network re- 
\2\ limes a year 
on 1,200 Audi- 
homes plus 
\-d sample jor au- 
composition. Lo- 
'lor/s (Vi 31 markets 



Dr. Sydney Roslow 

{'resident, Tiilso 

Local radio reports in 
177 markets, local tr re- 
ports in 161 markets. 
Multi-city radio and tv 
network reports. Mini- 
mum local sample is 
1.000 per daytime strip 



I 
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WHAT'S BEHIND THE NUMBERS? 

There'- a wealth of readih -aN ailahle (|nalitati\e informa- 
tion .-u|)|died l)\ rating -erxiee-. W . Ward Dorrell. \ Ice |.n-i- 
dent and research director of John Blair ('o., told the K ll-.> 
tinud)U\ing ami selling -eminar l"J \o\endii-i. 

Dorrell th-fended t\ and ra.lio rating- a- n "nm-t" an<l 
added that, "I would rather ha\e them than the Na|)()l<-onie 
dictate of a cor|)orate t\raiit. the whim of a xoung-i lnck |)n-i- 
dent's wife or tlw dealer-intimidated vote of the eomhined 
regional sales manager- wouliln't \ou? 

lie |)ointed out, howe\er. that there's a lot more informa- 
tion availahle than just program andi<-nee nmnher-. Among 
the data he cited were: 

• Figures (,n racial groii|)S, -ucli as the l'<de- in Detroit, 
the Spanish-language group in New York, the Negroe- in vari- 
ous markets, the French (Canadians. 

• Audience com|)osition hy men. women, teens, children. 

• Income levels and other socio-economic characteristics. 

• Ownersliip of significant posses-jon- such as refrigerators, 
cars, bathtul)?, tele|)hones. 

• Pantry and medicine cabinet sur\e\- of package |)r()ducts. 

• Commercial remcmhrance and |)roof-of-purcha-e survey?. 
If the sen-ice does not have this information on tap. Dor- 
rell said, it can get it. 

"Ratings are but one of man\ measure-," Dorrell told his 
audience, "which, in conjunction with qualitative information 
and the advertiser's own exjjcrience and highly specialized 
knowledge enables a business- to make ^en-ible decision-." 
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rage of anxiety is partl\ engendered 
hy a lack of knowledge about what a 
rating represents. A media director 
of a large agency, when asked recently 
if the average adman involved in tv 
radio advertising understands such 
concepts as sampling and non-sam- 
ing errors (which are fundamental 
a comprehension of ratings I . -aid : 
■"Thev haven't the vaguest idea, \bout 
all thev rcallv understand is that a 20 
is better than a 10." 

The use of decimal points in ratings, 
though justified, has prov.dcd buv ers 
with unwarranted faith in the degree 
of accuracy provided bv ratings. 
Though the rating -erv ices have the 
most to gain by blind reliance upon 
their figures, they have been among 
the most vocal in pointing out that 
cverv rating is ?ubject to statistical 
error, that this error varies with ( 1 I 
the size of the rating. (2) the size of 
the sample and l3i the particular 



probability level chosen to expn— the 
error. 

The error i- |)articularly critical in 
the case of radio rating-, many of 
which are Is, 2s and 3-. In a rating 
of 2 with a sain|)le of 200. the chance- 
are 9.S out of a hundred that the true 
audience can be anywhere from clo-e 
to zero u|) to around four. Even dou- 
bling the sam|)le would not reduce the 
range of error very much. 

Researchers have pointed out until 
thev 're blue in the face that no method 
of head-counting is perfect, that ail 
rating services have their jiarticular 
Achilles heel. L nfortunatelv . the pre- 
cise extent of this weakness can imly 
be guessed at. even by ex|)erienced re- 
searchers and even though studies of 
variou- kinds have -ought to pinpoint 
this problem. 

The errors due to method as v\ell as 

all other error except those to be 

{['lease turn lo poire 62) 



See next week's SPONSOR for a two page editorial on the ratings problem 



WHY HOFFIVIAN 
MARKETING 
DEMANDED HUMOR 



How do yoii create excitement for a 40-year-old, 
well-estal)lislied product? Humor and radio did the 
trick for Hoffman Beverage Co. Results: sales are 
up 10-15% despite Coke and Pepsi's new big bottles 



Mood of the Hoffman radio commercials is carried through in tv campaign for 
the firm's mixers. Camera opens on a "face" of Hoffman bottles, swizzle 
sticks, pretzels — then pans to a straight side view of ginger ale and soda 





lOFFMAl 




Jaunty Chev\'>', circa 1923, was an early 
Hoffman sales vehicle. Today's trucks, be- 
low, are as modern as Hoffman marketing 




w hat marketing headaches can a 
company cure with humor commer- 
cials? 

For the answer SPONSOR went to a 
$15 million soft drink manufacturer, 
Hoffman Beverage Co., Newark, N. J. 
Leader in the New York market with 
large-bottle beverages for o\er 40 
years, Hoffman rocketed to new 
heights of prominence last April when 
it launched a $350,000, humor-based 
spot radio campaign in New York for 
its line of flavors. 

A subsidiary of Pabst Brewing Co., 
Inc., Hoffman has distribution through- 
out all of New Jersey and the New 
York metropolitan market, and in sec- 
tions of Connecticut. 

The new spot commercials capital- 
ized on the old-time drink Sarsapa- 
rilla to promote the entire line of 
Hoffman beverages. "Ever)' Hoffman 
flavor has happy taste except Sar- 
saparilla . . . but then could you be 
happy if your name was Sarsaparil- 
la?" w^as intoned 115 times a week by 
a Murrow-t)'pe announcer in a news- 
format commercial. 

Two problems dictated this chuckle 
approach for Hoffman, according to 
\^'^alter Hartig, company ad manager, 
and Edward Meyer, Hoffman account 
supervisor at Grey Advertising Agen- 
cy, Inc. 

• Coca-Cola and Pepsi-Cola were 
both hitting the Hoffman market with 
the introduction of their large-size bot- 
tles: regional bottlers were intensify- 
ing their efforts to pluck the New York 
market plum. 

• This meant the Hoffman name 
had to be "replanted smack up in 
front of ever}- New Yorker's mind, new 
attention had to be called to it," says 
Meyer. 

"The biggest single thing our com- 
petition had in their favor was the ex- 
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Isffman :><l mannijcr \\;ill>r llarii;; 
) >:i\s "liuilior liriiujllil .illi-uliou In 
iKMiir in llic fact- of nrcflcr.ilril ;ic- 
ilii-N !•> our ciMiipii iltir-.'" lie'-, di-- 
•in<^ a I\ riiiiinirrrial '>l(>r\ Ixianl 
■ lliiiaii sales inaiia^rr I'rrd \. Diirrr 



rey's K'l M<'\cr 'slandin;;). affounl 
pcni-or for linUinan. and Norris Kon- 
nii. (•(![>) jiroup head, tlu'ck a new idea 
r llie Henry Morgan mixer coiunierciais 
II llolTinan i- n»ini; on New ^ nrk radio 




titeiiieiit of newiie.--. — now bottle -i/e?. 
new lla\ ois. new luimes." he states. 
\le\er point? out "oljjeetixe iiumlier 
one for n< was to bring a new and 
|)ro\ Mcati\ e kind of intere-t and ex- 
citement to IlofTnian and its proflucts. 
Also, we wanted to do this within the 
eharaeter framework of the produets 
we make. HofTman makes soft drinks: 
the\'re pleasant products; the\ re fun 
to drink. Nobody regards a soft drink 
particularh seriousK . So. we derided 
our cop\ had to be light. bree/.\. fun. 
in good taste, and above all. attention- 
getting." 

Sarsaparilla. a drink that 20 \ears 
ago led the HofTman line, became the 
hinge-pin for the commercials. Me\er 
outlines it this wa\ : {D "We set up 
poor ohl Sarsaparilla as the butt of 
our flavor line. With that opening sen- 



tence of the first eonnnercial. 'F.\er\ 
llolTnian lla\or has happ\ taste except 
Sarsaparilla." we felt we spun the au- 
dience around and into a kind of 
-tunned obedience: l2l then, as the\ 
stood at what we Imped was 'pn/zlerl 
attention" we had a delightful oppor- 
tunity to sing h\ nms of praise to our 
other jollr fla\ors: (3l and finalK. 
when we had to explain Saisaparilla s 
predicament, we blamed it all on the 
patent ridiculousness of its anti(]uar- 
ian name. " 

Six \arieties of the one-minute com- 
mercials were u-ed during the cam- 
paign, each for about three weeks 
duration. Ihe treatments \aried from 
the first news aiiaKst approach 
through: a March of Time facsimile: 
a chit-chat societ\ matron not unlike 
Hedda Hopper: a ."senator {'lagliorn- 



t\pe politician: >ar-apai ilia - father, 
and fiiuilK. the drink's motln-r. 

1 hough the eampaign bad it- orig- 
ination in the print media, radio be- 
came the \ chicle becau-e "we were 
looking for saturation and impact. 
sa\s llartig. Also, "-urxev- lia\c 
shown that radio i- (|uite fre(|uentl\ 
the last ad\ertising medium the liou-e- 
V. ife is subject to before shopping 
she listens to the car radio cnroute to 
market. " Hartig. with HolTman -incc 
I'XS2. sa\s "in radio \ou can change 
\our method of commercial approach 
faster and easier: you can capitalize 
f|uickl\ on e\ents in the new-, or 
e\ents in your product line if desiretl." 

Vbout 11-1 spots per week were run 
in HofTman on l.S radio stations in the 
metropolitan New ^ ork area. Hea\i- 
iPlea<>e turn tn pa^r I 
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How will client* pa\ a<ieticies six 
month? from now ? 

Willi four wcoks now elapsed after 
unwrappiiifi of the prrliininary Frey 
study, the pieture is hegiiniing to 
emerge. 1 lie target dale for introduc- 
li(»n of any new eonipensntion formu- 
las will he spring I9oo (or so admen 
now l)clie\el. 

W hile th(»se clients who most ada- 
niantl) want change will press for it 
this \ear. there is little inclination to 
he arhitrar) . 

Clients and agencv men are just he- 
giiniing to digest the Frey findings and 
draw" conclusions. 1 he\ anlici])ale a 
slow e\olulioii. These are the three 
stages agency men predict in the yel-to- 
conie commission hallle: 

1. A ])eri(jd of quiet hefore the 
siorm. while admen await the com- 
pleted Frey stud) at the turn of the 
\ ear. IJuring this holiday pause, some 
clients, sponsor learned, have hegun 
studies within their own organizations 
to arm themseKes for future client- 
agency negotiations. 

2. Indi\ idual clienl-agencv hargain- 
in<I during the next year will he better 



documented than e\er before — with 
cost-accounting figures from the agency 
and apjjraisals from clients. 

3. Eventually, the advertising in- 
dustry may evolve toward a system of 
compensation composed of more fees 
fur indi\ idual ser\ ices antl less reli- 
ance on media commissions. But few 
clients or agency men w ould predict 
industry -w ide change in the next few 
\ ears. 

Here are the key points client and 
agency execuli\es made to SPONSOR, 
based on their brief appraisal since 
the ANA meeting at the end of Oc- 
tober. 

• The Frey report ser\ed to con- 
firm what had been an open secret 
during the past }ear or more: The 
commission system is criticized in part 
or on the whole by a sizable minority 
of major advertisers. While most top 
agencies continue to defend status quo 
in their official pronouncements, few 
are the shops that ha\'e not feh jires- 
sures against the commission system 
building among some of their clients. 

• Client ad management, on the 
whole, is planning to wail for the final 



Frey report around the turn of the 
\ear before discussing compensation 
with agencies. But reports to SPONSOR 
from some two dozen client firms in- 
dicate that many are beginning pre- 
liminary studies of their own in order 
to arm thenisebes for forthcoming 
negotiations. 

• \etwork tv and syndicated pack- 
age shows will be big bones of con- 
tention during the forthcoming era of 
individual negotiation. (See "Do cli- 
ents duck 15't on tv package shows" 
in 31 August 1957 issue of SPONSOR.) 

" Tv is certainlv the big wedge into 
the commission system," says the ad 
manager of a package foods company 
w ith a budget in excess of $10 million. 
■■fl\en on a per-client cost-accounting 
s)slem. an agency finds it difficult to 
]jrove exjjenditures on its network t\^ 
buys that come close to the commis- 
sion collected. The Iv commissions are 
also far higher than earnings from 
comparable production in other media. 
The production of a magazine spread, 
for instance, doesn't even cost a frac- 
tion of what the agenc) collects in t\ 
package show talent commissions." 



FREY'S IMPACT: 

FIRST CHANGES THIS SPRING 



Ageiicymen are preparing now for client pressures they 
anticipate next spring. During this pause, many clients 
are searching for new formulas to propose in individual 
agency negotiations. What parts of the Frey report did 
admen consider most important? The charts at 

right are among those now getting the closest look 



Amount agencies should be 
compensated for tv shows 

Ad manager opinion 



When agency 

Amount of When agency buys packaged 

Compensation produces shows or networlc- 

produced shows 



More than 15% 


31.1% 


6.2% 


15% 


60.8 


35.3 


Le>s than 15% 


8.1 


58.5 


TOTAL %, 


100.0 


100.0 


Effect ivt' Sample 


520 


546 
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• I III' \(M_\ ;niti-trn«-t action wlitcli 
liclpcd opi'ti the cotimtissiori 
tioii <mti(' two \('ai> nii.it will riutkc ati\ 
iiiiiiifdiati' atui >wcc|»irij; cliatij;!-- im- 
jiossililc. \o one -\;-tcm will siiddcitU 
r('|)lac(' liic rotiiriiis>ion ■i\>t('m. In fart, 
tnost aj;fn( \ tncM predict a continua- 
tion of tlic ?-low and {;raduai modifica- 
tions tiial lia\(' alrcad\ licjrnn. 

"I']\('n lodav we Imnc a coMnni'«sion>- 
plns-fcc s\>t('ni f(U' i)alanc(%" >a\> Jcrc 
Patterson. c\('cuti\(' \.p. of KilK-K,\\ . 
" 1 oda\ 's a};('nc\ renders >o niaru >er\- 
ices over and lie\ond tlie creatinj; of 
advert i.-iiij; and l>n\in>; media tiiat me- 
dia and talent connni^'^ions alone don't 
al\va\s cover the co<t of >er\ icin^' a 
client. /VctiialU, the KrcN report seenrs 
to ha\e hroujiht out an ama/.irij; pro- 
portion (if satisfaction arnonu clients 
o\er scr\ices anil compensaticm holh. 
The pattern of the near future will 
pr(diahl\ therefore contiruie to he the 
conunissimis and fee coud)iuation 
that's juacticed now. ' 

"lndi\idual neizotiatiori will cim- 
tinue to he the kc\ note tliroiinh 1938."' 
sa\s the atlverti^injr director of a ma- 
jor nitihi-braiid druii couiparn. "llow- 



e\er. the I' re\ report •«eeni'« tn point 
the wa\ toward tiie direction of llie'«e 
iruli\idnal ne^'otiation-^. 'ioda\ a eli- 
eut doe'«n*t feel heV pu'«liinj.' for a l>ar- 
j!ain ha-^ement relation'>liip if he re- 
examines what Nalue-" and «-er\ire* lie 
j;et* friun hi> a^eru'\ in return for the 
compensation. 

• Admen predict that new-" of man\ 
new (-(unpensation fornnda* will I ejiin 
to leak in sprinj: of l').i!! after a num- 
lier of clients luue had l're\ hased 
heart-to-heart talks with their aueMcic". 

"l'i5vC traditionalK ^'ot \ohime> of 
roearch >tndi(^< to»ed in without ex- 
tra cliar^e liv its a"encie> while ^ruall- 
er clients had to pa\ fees." one \'^{', 
account e\ecuti\e told .sroxsou. ''(lli- 
cnts like that will continue to take out 
their conuuis^iims in more in-depth 
ser\ ice. The I''re\ stud\ won t alTect 
that one \\a\ or another. \ l'iv(» or 
an\ aiKertiser of that stature has al- 
ways houpihl the mo.-t eflicienl and 
complete scr\ice a\ailahle for the 
price. 1 lic\' wmi't start clunifriiip; 
auencies now cither hecause of an iui- 
ajriuarx savinj; of S-50.000.'' 

• Marjiinal a<l\ ertisers. sa\ a"enc\- 



nien, u\n\ u-c llic 1- re\ repoit a~ a 
ha r^M in in;.' point. 

" Ihc\'re the <iu\* who alwax-" 'work 
a deal'," -a\~ Norman 1!. Norman, 
president of N(.v\K. "I'nt no diciit 
;:et«- an\ -crNice lie i-n"t pa\in;.' for. 
TraditionalK. at the end of the (r»cal 
\ear, the mana;:ement of e\er\ a;ii-nc\ 
re\i<-W'« each account in terms of it>- 
prolilaliilit\ . With a new jirodui I. the 
a;:ern\ fi;.'rires it will lake a \ear or 
more liefore it can l>r<*ak e\en. Mul 
with an estaldi^hed client, if the hal- 
ance sheet* are unfa\orahle. a;.'enc\ 
mana^icment j.'oes to the clicrrl and 

sa\s. "1 k. we \e ;.'ot to char^ie \ ou 

\ dollar^- if \ ou want all this re>-earch. 
hecau«-e comuiis-ions don t co\er it". " 

."saNs KM'- senior \.p. Maxwell I Ic. 
"In the last anal\-is. the aiicncN lra» 
a riuht and r<'sponsiliiIit\ to make a 
reasonahle profrt on it>- clients. Ou 
the a\cra;.'e. aL'enc\ profrts ha\e heen 
dediuirif: not ri«-inL' hecan>-e of the 
^.'rowinjr cost of operalini;. (ilients 
who re not willini: to pa\ for ser\ ices 
rendered, he it lhroni;h connnission«- 
or fees or hoth. simpK won't he ac- 
ceptaMe to the successful aj.'enr\." ^ 



em ollior form.* of (>oni|>(>n.sation >vonl(l he preferred 

Media 



h^xtent of elKni<:e from media eomiiiis><i(>n adnieii expect 



All Ad managers 
advertising budgets over Agencies 
managers $1,000,000 



lodox System. 15^ media 
iiission paid only lo apcii- 
adverli^tT rainiol buy space 
mc at ](>-< than the prnss ratr. 



41.6% 50.1% 67.9% 40.2% 



i* Alternafive. .Media com- 
ion for aponcy services to me- 
I plus ajireed upon additional 
Ipensalion from advertisers for 
((cy ser\ices ren(h>red lo ad- 
l #ers; advertisers cannot Iniy 
( e or time at less than fiross. 



5.9 4.2 5.1 14.8 



l)nd Alfernative. No media 
mission: advertisers pay apen- 
I preed npon amonnls fi>r serv- 
«* to them; advertisers can buy 
I e or time at net rate. 



29.2 36.3 9.7 35.9 



I not answer. 



23.3 9.4 17.3 9.1 



TOT\L % 100.0 100.0 100.0 100.0 
3.081 477 508 596 



,^rtive Sample 





All 
advertising 
managers 


Ad managers 
budgets over 
SI. 000.000 


Agencies 


Media 


No change. 


29.0% 


27.3% 


40.6% 


40.1% 


Some change hut media commis- 
sion method will remain the 
dominant mellioil of comiicnsa- 
liiiii for af!ene> ~er\ire. 


28.9 


37.9 


41.3 


34.6 


Significanf change away from 
media oonnnission method in 
next few years to a ne« method 
of compensation. 


10.6 


22.0 


5.7 


9.2 


Don't know. 


24.0 


9.0 


1 1.2 


14.1 


Did not answer. 


7.5 


3.8 


1.2 


2.0 


TOT\I. 


100.0 


100.0 


100.0 


100.0 


F.fTe( li%e Sample 


3,081 


447 


508 


596 



Tv package shows were earliest sore 
spot wiih clients who wanted to change com- 
mission system. Today nearly 20% of top tv 
ejjenls surveyed liy ANA duck 15% on tv 
iM'nl cosi^, more are expected to follow suit 



formula for paying apenry is ex- 
peHed to evolve slowly out of ronmiission- 
pliis-fees s>siem now in practirc. Majority 
of admen ami media sijH favor eommi-sion 
s%-tem, whereliN clients hiiv at pross rate 



biiunc 



Eventual decline of 15% is tore 
h> more than a fifth of top clients. biJliiip 
more than ?! million. >incc these admen 
control large sliare of network tv spending, 
imparl on commissidns may he fell first in tv 
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1. PITCH AND SALE 


2. TRAFFIC 


3. BACK TO SALES 


IJcforr tlif rrjj or station siilcsiiiaii si't- 


The instant the sale is clinched, the 


The Traffic Department now goes al 


out to make his call on the agciic), a 


salesman must notify his TrafTic Depart- 


with schediding, at the same time c 


nu'ticiilons check of asailahiiit ies must 


ment. They donhle-check on the avail- 


dinating with the other department'^ 


he made. If the call iiuohes a vci\ 


aliilities he has sold, then clear them 


volveJ in putting the commercial on 


hi;: campaign, the -alcsmaii may lie 


and i— ue a confirmation to the liuyer. 


air. TrafTic turns over to the Sales 


gi\en a two-hour option on tiie-e a\ails 


\t the same time they reeheck the sale 


partment the job of notifying the a 


to pre\eiit a fellow salesman from sell- 


to make sure there are no competitive 


cy as to how many film prints 


ing them to another agenc\. Tiiis calls 


t^itii'itifii'iL; i»T" i»tlif3f nriK^Mi^'t ^•<inHir»tc 


r\f'i*i \ f^i\ nr in tlw-* on >if^ cif liv^ tv < 
iicvucuj yj I III lilt cdsc ui iitc iv ( 


for good sales-tralhc depart ment liaison 


Then begins the big job of coordinating 


mercials, where to send props 


if awkward snafus are to he asoided. 


between trafhc, copy and operations. 


products necessary for staging the s 


5. FILM CENTER 


e. FILM STUDIO 


7. THE "BIBLE" 


Operations now sends the tv fdm eom- 


For the film commercial, this is the 


18 hours before each broadcast 


niereial to the Film Center for cheeking 


last step before transmission. It is put 


\^'RCA-T\' Operations prints its 


it against all fdm reqnirenients. It i- 


through the '"chain" (picked up by tv 


hie" for that day. This "Bible" 


(diecked for running time, for sound 


camera and viewed on monitors). 


down every smallest action invoi 


synchronization, for any flaws. When- 


checked electronically by film coordi- 


with transmitting both programs 


ever necessary, it is edited or cut. If 


nator. One reason for checking; a 10- 


commercials. It runs to 30 or r 


any cpie-tion arises regarding it. the 


second film comnu-rcial can have only 


pages. 400 copies are printed for 


agency tv production department is con- 


eight seconds of sound; a 20-second, 


many personnel. If any change oc 


tacted. Then it goes to Film Studio 


only 18. There must always be a si- 


in the next 48 hours. 400 people i 


for still further dry-run screening. 


lent second at ihe film start and end. 


be notified via printed, corrected p; 



WHAT HAPPENS 



Between purchase of a tv announceiiieiit 
and its ultimate airing stretches a frantic 
chain of activity which timebuyers rarely 
see. These key operations shown here will 
aid advertisers in dodging trouble spots 
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TO TV COMMERCIAU 



IFiom the moment a timebuver okay? a station salesman s 
pitch to the second the tv commercial goes on the air. the 
chances of something going wrong somewhere are consider- 
able. That it seldom does is a tribute to the highly com- 
plex business of broadcasting. At WRCA-TV, New York, 
according to Peter AfTe, its operations director, nearly 100 
persons become involved in a total of about 10,000 step? in 
putting a film or live commercial on the air. Affe told this 
to an audience of agency personnel who recenth met at the 
station's Studio 3B for the first of a series of production 
workshops of the New York Radio and Television Execu- 
tives Society. On these pages, SPONSOR outlines the key 
steps to airing a film or live tv commercial as a reminder to 
advertisers that care exercised at the time of the buy can 
help smooth later operations at the television station.^ 
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4. OPERATIONS 

I lie Opcriitiiiii* Dcpai linrllt »ti'|>-. 
iti. Tlii^ unit li;iiiillr>t all Ircliiiiciil 
opcnitiiiii^, tiikt-^ fiirr iif t.'ipt'- mill film, 
iiiitl with li\c <'iiiiiiiirr('i:iK ii— •i<:ii^ 
-tiiiiio*. ;irniii;;<-» for cii-liii;;, iniikr-iip, 
li);lil in;:. iiiii-i<'iil liii('k;:riiiiii(l- iiiitl f\fr> 
iitlit'r (h-tiiil of pii'piiriii>: for iiir-tiiiif. 
Mt'tinwIiiK-, tlic (.<>p> I)i-piirtiii<-iil 
tli«H'k-i tli<' fomiiirrri;il copy for cotlc 
\ iohition-', liro;itl<'ii-t liilmo-. Iri|i;tli, ctr. 



8. TRANSMISSION 

Now il'» iiir time, iiiiil llic t«'i-liiiifi;iii-. 
lakc over. If llic iiiinuiinccnu'iit i- li\c, 
tah'iit lia- rclica r»eil, »<'t< aiitl pri)p> 
lia\<' lifcii clici-kftl. Master (loutroi 
lak<'» care of >w itcliiiij; I jioiiij; from 
^liow to li\f coiiinu-ri'iul in aiuillit-r 
-liuiiol or piiiu'hiiij; in tli<' film coiii- 
niercial. Ml tlu- tipcratioiial complex- 
iti<'» snj;-;'"^' •>ii<' tliiiij; to a(hcrtiser>: 
Cvl campai^n^ -lartcti early. 




I'rtci \Ifi-. iliii'ilor of opi-ratloii« at \\ K* \-'l \ , New ^oik, li-ll- 
a;;fnc\ pi i •.onm l at n-i mt unrk-liop iiiiTliiiy nf |{'l l> what liappcii- 
al a -latioii jfti-r ^pnl t\ liii\ is mimiK-. \ lour iif fat'ilitir> fullnui-il 




To the traffic departnienl fall> a lot of the respon-ihility of pet- 
ting a tv commercial on the air. It mii-t t oor<!inate with all otlier 
tiepartnients. Here Traffic at \\'H(!\-'r\ : ni'^r. Karl llar<h r ir.) 



UiFTER THE BUY? 



Flow chart for tv >pot. ,\fTe 
tlenion>tratcs at lilackhoarti 
for RTES menihcrs the iiie- 
cliaiiics of cleariiit; a\ail- in 
the Traffic Department and 
what happen- lo l\ commer- 
<'ial aft<'r the time i- l)oii"lit 




There'- a lot iiKire lo airin;: a tv c<iiiini<'rcial than running a film .-trip 
tliroiigii a projector. \fle -how - KTES nieniher- how pre-checking i- tlon<- 




In -lation- all acio-- the i-nimlrv are -tiuliii- i'«|iiippe(| with 
plenty of .-etlings for lianilling live cnmniercial-. Fiefori- 
doing a li\e commercial, it i- v\ell in check <m facilitie- 
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Semantic Differential: 



I 



NEW WAY TO MEASURE STATIONS 

So yoifre J^oiiij^ to buy a spot . . . you know the station's ratings, its 
audience composition. But wouldn't you like to know the reasons he- 
hind the rating and composition? WBC used a psychological word as- 
sociation test to find emotional responses to Pittsburgh radio stations 



^5()iiirlliiiig loiiy siispccU'd l)\ acher- 
tiscrs and hroack-aslers was coirohu- 
raled this week: radio lislciiers, at 
least suhroufcionsh . are aware of a 
station's '■poiiiid" and how it differs 
from the "scjunds" of other stations. 

The proof has heen kept carefnllv 
under wraps for a \ear h\ \lel\in A. 
Goldherg, director of research for 
W^'stinghonse Broadcasting Co. This 
week, he sat down with .si'()\S01l and 
re\ealed the results of an experiment 
in the I'ittshurgh metro area which he 
condnctcfl last No\end)er along Avitli 
Dr. Percy Tannenhauin of the Uni- 
\ersitv of Illinois. The ex])criniciit 
showed that within the market tested 
there is a marked difference l)etween 
stations (in spite of contentions that 
one music-and-uews station todav is 
like another), and the difference is 
recognizable to the audience. It also 
re\ealed the why behind preferences. 

Of |)erhaps e\en greater significance 
tliaii the results of the experiment was 
the ex|jeriment itself. It may mark the 
first use of a brand new )ardstick for 
measuring the |)rofile and i)S) chologi- 
cal personality of a station. The )ard- 
stick — "semantic difTerential"' — is not 
new, but its application to broadcast- 
ing is. 

The semantic differential teclinique 
for te-ting public taste has been around 
for some time. It is simpi) the psy- 
chological w ord association test ( black, 
coal: white, snow, etc.) extended to 
the gradations between word o})|)osites 
( see chart at right ) . 

The technique was originall) dc\el- 
oped by Dr. Charles Osgood of the 
T niversity of Illinois. Dr. Tannen- 



baum studied under him and was 
therefore selected by Westingliouse to 
conduct the November sur\e\. 

Goldberg, who conceived the idea of 
ap|)l\ing semantic differential testing 
to air media, is himself an old hand 
at the technique. In his pre-Westing- 
house days as deputy director of re- 
search for USIA in Washington, Gold- 
berg was involved in man) semantics 
sur\ e\ s. 

Long before last ]\o\ ember, he de- 
cided this might be one way to get a 
deeper measure of a radio listeners 
reaction to programing as a supple- 
ment to ratings. Ratings are quanti- 
tati\e: the\ reflect the numbers wlio 
listen to what. But what Goldberg 
wanted w as a qualitati\ e anahsis. an 
indication of the reasons ivliy the\ 
like one station's "'sound" and not 
another. Semantic difTerential does 
not fish for answers one wants to bear 
— which many subjects are apt to gi\ e 
when confronted with leading (jues- 
tions. Rather it probes the emotional 
responses, and what such a test can 
show could pro\'e a \'aluable guide for 
the program director. 

When KDKA, the 37-) ear-old an- 
cestor of all U.S. radio stations and 
now part of the Westinghouse chain, 
went independent last fall, it seemed 
an ideal time for a stuily of its profile 
as well as the profiles of its competitors. 

\\'liat Westinghouse learned and has 
now re\ealed is: II) listeners know 
what they would like an "ideal" station 
to sound like; (2) listeners can tell in 
exactly what areas a given station dif- 
fers from this ''ideal.'" (From a sta- 
tion promotion standpoint. KDKA was 



jdeased to learn that of the {\\ e leading 
Pittsburgh stations it came closest to 
the "ideal" station image. '"Ratings," 
sa\ s Goldberg, '"have subsequently 
I'orne this out." ) . 

What does the Pittsburgh listener 
consider the "'semantic image ' of an 
ideal station? The chart at right gives 
the answer. It shows he would like his 
ideal station to be "pleasant ' sounding 
but not too "soft." Both of these words 
— "'pleasant" and '"soft" — suggest 
music, and that's |jrobably what man) 
of the respondents had in mind. The) 
also like their station to be just about 
as "valuable" as "pleasant.'' In this 
case. ''\ aluable" suggests new s and 
public service. Of particular interest, 
is that the Pittsburgh interviewees feel 
an ideal station should be neither 
"'usual" nor "'unusual. ' This reflects 
the role radio plavs today- — that of a 
good companion. Apparently listeners 
prefer a companion who does not jar 
them with surprises. 

The chart shown here is of Pitts- 
burgh sur\ ey only. Anahses also were 
made of Allegheny County (Pitts- 
burgh's county) onl) and of the entire 
greater Pittsburgh area (Allegheny, 
Beaver, Butler. \^'ashington and West- 
moreland Counties!. Significant was 
the fact that in all three cases, the 
semantic image of the ideal station was 
virtuall) the same. And the semantic 
differences between the Pittsburgh sta- 
tions showed a similar pattern, except 
in a few association categories such as 
'"strong," wliicli. in the fringe area, 
might ha\ e !)een associated with sta- 
tion signals. 

The base of the survey was 205 re- 



12 
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>|)()n(lcnt^. ii;jc(l I.'? uxce. wlio it<l 
milled lo li>lcninf: In llic radio .soiiw- 
lime ditriiij; llic "\>:i>l week." K.i)K.\ 
iiiid W c^liiifiiiuit^c wiinlcd ladiu 
ii^lcncrs a> fC'ix)^^'!!^ <i) lii('\ wcii- 
x'Icclcd oil nil area |>rol>al>ilil\ lia-^i^ 
l)\ IKc /ci-^ci iu'^caicli. Tiic ft\c- 
(•oiiiil\ ^ur\c\ coscicd oiil\ uiliaii 
arca^. compiiM'd ,b maic i»'^|>oii(l('iil^ 
mid 12.) woiiicii. iJopoiidciil^ did iiol 
know llu- >iii\c\ was hciiij: (-oiiduticd 
for K\)K \ or WC-liiifiiioUx'. 

Now (loldlicrf!; plans similar te^l> in 
oilier iiiarkels where W C^liiiylioii-e s|a 
lions e\i>l. Meaiiwliile kiiowlcdize 
•laiiied from tlii> experiment eaii lie 
iiM'd as a jiiiide in KDK \ prograiiiiim. 

i'liere >liii aiiollier poleiitial for 
the seiiiaiilie dilTereiiliai leehiiii|iie liial 
(»oidherj; forex't's: Idle teehiii(|iie ha-, 
in a few ra-e-. heeii applied h\ otlier- 
to fiiidiiif: liie image of a prodiicl. So 
perhaps >eiiiaiilic dilTerenlial will e\en- 
liiall\ he iiM'd lo fil a product lo a 
station on the hasis of eoiiipati!)le 
images. 

\l the .-anie lime Dr. lannciihaiini 
and Goldherg eoiiducled the x'liian'irs 
Mir\e\. lhe\ did a .•.Iraiulil t|uesli()n- 
aiiswer sliid\ of the same respondent-. 
Here are a few fact.- lakiMi from the-e 
findings : 

• <!()..'■?' f of these respondents said 
llie\ listened lo the radio \ esterdav . 

• TL.H'^r listen in the niorning. The 
same percentage listen in the after- 
noon. r>'-).~''f li-len at night. 

• riie average respondent in the 
I'ittshiirgh test re|)orted s|)ending 1.39 
hours a da\ with radio 11.05 hours in 
the niorning, 1.!!.5 hours in afternoon. 
1.04 hours in the evening). 

• Music-aiid-new s ranks at the top 
as far as p()|)nlarity goes. o4.I'< of 
the respondents listen to news: i 
listen to nuisic. The neM elose-t cate- 
gory is weather at rir)'"i. ^port- at- 
tract- 3!!. {!';. tralTic inforiiiatioii 11.3'; 
and soap operas are listened to h 
14.3',. 

• W omen listen to radio more than 
men. hut men listen more in the eve- 
ning. Men spend 1.04 hours with 
radio in the a.m.. 1.24 in the afternoon 
and 1.2.5 hours at night. Women spoiid 
l.iO hours in the morning. 2.09 in the 
afternoon and .95 in the evening. 

• Middle and lower ecoiioniie groups 
(07.9', of sample) listen to radio more 
hours per da\ . and most frequentlv . 

• .Music-aiul-news is most popular 
programing with all socio-economic 
groups and educational levels. 



Semantic differential is a psychological quiz^J 



/ 



/ 



/ 



/ 



Semantic tlillfrrnlitil Ifi linii/ii>' i\ iiii tilrii 
III ilir i>\t I liiiliiiiti III II iiril tiwiii iniiiiii li \l 
IliTf IS liiiii U r\iiiinliim\r IliDiuli iiMiiiit US'- 1 
II III H'U lllf \rinillll' lllltli;>-\ III I'llfyliiiritli 

\liilii>ii\. >fhi-i't\. III.!- mil- III li-ll, iirrf Kill II 
rill It rr\liitlllli lit , riv ll \hrrl > lil > rril a Mliuli- 
Miiliiin, anil our iiii "iilnil" siniiini lir\;n)iiih iii 
Ull\ llll.ril III iliril. lilir iil \rirli lilirs nil lllr 
Mlllr lo iniln illr llir ih-furr llr IIWIll Itlli il rili h 

iriiril n ull till Million lir uii\ ilr\i rilmin. In 
\rlliaillii lllfjrrrlililll \riilf, iui\ ll rx union i,l ', 

or iiiorr is si isiiifn nut . t linris lil.i om hrlnti 
Itrrr iiiiislriii Iril from lliis \niir\, slioii >;l 
ilifjrrriii r\ in sliiliiin iirrsoiiiilily "tniiinr\ " 



r 
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SEMANTIC IMAGE OF PITTSBURGH RADIO 



7 0 7 5 3 0 3.5 4 0 4 5 5 0 5 5 6 0 6 5 7 0 



Unpleasant 

Unfair 

Tense 

Worthless 

Stole 

Dull 

Passive 

Stuffy 

Rough 

Weak 

Heavy 

Low Class 

Loud 

Usual 





Pleasant 
Fair 

Relaxed 

Valuable 

Fresh 

Exciting 

Active 

Casual 

Smooth 

Strong 

Light 

High Class 
Soft 

Unusual 



tdeat station "profite" 
'•^"'^ Ctosest station to ideat' 
_ _ Furthest station from ideal 



•Dala incluafd flrc PIKsburgh raJlo sudors KPKA wi* 1 ■<i<.<t to Ural. 
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"More music, more news, more often!" 

That, basically, is the new KSTP Radio programming that has 
hit the mark in Minneapolis-St. Paul. 

From six a.m. until noon there's music — good music — beginning 
with the bright wake-up tunes right through favorite show tunes, 
top-ten tunes and the old standards. And from three to six p.m. 
there's another block of easy-listening music. 

Combined with frequent, up-to-the-second news reports through 
KSTP's unmatched news-gathering facilities, KSTP provides North- 
west audiences with the listening they want — when they want it. 

But here's the most important thing about KSTP Radio . . . 

IT SELLS 

For proof of that, ask a KSTP representative or your nearest 
Petry office Today. 




Minneapolis -SLPaul 



iJ Radio 



50,000 Watts 

Basic HBC Alfiliate 



"The Northwest's QUALITY Station" Represented by 

Edward Petry & Co., Inc. 
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TV BASICS/DECEMBER 



NET TV YULE DRIVES UNDER WAY 

Al h'iisl cliciils have sol iii-aiid-oiit xlH-diilo for 

seasonal piislH s. Tlicy include Nor<'leo, \vlii<-li l)oii«:lil iiilo 
"86 4,000 QiK'slion," Waller Winclu ll ()v<'r six->v<M'ks 



^Tlioiij;!! network l\' is tradilionnlK 
a \('ar-rt)uii(l mcdiiiin. al least ei<;lil 
clients l)a\e sijiiied for Clirislriia> sea- 
sonal pushes lliis )ear. 

The eifiht are I'olaroid. Kxinrude. 
Seveii-Tp. Honson, Norelco. Uul(>\a. 
Moiirjois and .Minriesola .Mininj:. 

Noreico is pluuaiiiii il> electric 
shavers, a large share of whidi are 
told durinj; tlie Clirislmas season, via 
three purcliascs of IJalter ll'inchell 
File and two of (he $64,000 Question 
shows. The \\ iiicliell dales are 20 Xo- 
\eniher and 4 and 18 Decenilier. Tlie 



361,000 {hiestion ]nt\ l)rackcU ihc 
third W iiichcll ^how "-o that, with 
cross-j)lii<;s, (he cainj)ai<;ii i^ spread 
o\ cr six ^\eek*. 

Xorelco's aj:eiic\. I.a Kochc reiiorl- 
cd lillle didiciill) in -etliiij; up an in- 
and-out pallern and ^aid il had a wide 
clioice of show-. 

I'olaroid i> coiitinninj; il> idenlifi- 
calion with 5le\e Allen. ha\ inj; made 
two pre\ ions bii\s on /MIenV ^unda\ 
-how as well as sponsorinjj: Allen in 
(he past when he was on Toniplit. 

I he client, who is also hn\ in*: into 



l'err\ (,om<i for iilc i;ifl ad\ ci li-iii".'. 
|iurcha-<'d (he \|lcn -how diirinj; (he 
last (^hri-lma- -ca-oii and ir) ll'<' 
-priiif; of 1'J57 a- wrW. (lonio wa- 
I oufihl for the fir-l lime. 

The I'idaroid -rhediile provide- f<ir 
three pari i( ipali< n- each on (iorno and 
\llen and im lnde- lw<i weekend- when 
'lolh -how- will carrx phiii-. 

Hnlo\a will allernale on the I' rank 
>inalra -how with (Jhe-lerfield ihroufih 
Dec-einher. ha\ iiif; started 1<! Oct dier. 
Its fnll line will he pn-hed. ^ 



1. THIS MONTH IN NETWORK TV 

Network Sales Status Week Ending 23 November 



Live 

4.2 ABCv 

90.8 CBSt 

86.9 NBC 



Daytime 

SPONSORED HOURS 

■ 6.0 

26.8 



I 



32.8 



■ % 



m Live 

i 31.5 ABC-: 

3 42.9 CBS 

1 59.9 NBC 



Nighttime 

SPONSORED HOURS 



18.3 



26.3 



125.1 



t Kxriiiilinj; pai I i< ipar iiiii «;iio\^<i 



AVERAGE COST OF NETWORK SPONSORED PROGRAMING 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$49,186 7 


Half-hour drama 
$33,000 12 


Situation comedy 
$37,877 18 


Hour mii-ic-\ ariel\ 
$103,725 7 


Half-hour nuisic-x ar. 
$43,772 11 


Half-hour adventure 
$30,975 10 


Quiz 

$29,432 11 


Half-hour \Ne-lern 
$35,416 12 



AveraKf-i are a> o< Nmenihtr .Ml prngrtni> arp fn\if «crk'\ an a are nl»:l m* '■h 
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2. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 


COST 


SPONSORS AND AGENCIES 


*'ii«\'<« A lli'Ti ^Iij-kvi'" \''.T 
^ic*c y\jMii callow. 


1 08,000 


S. C. lohnson, Ncedham. Louis & 
Brorby, Pharmacraf t. )WT: Grey- 
hound, Crey: Polaroid, DDB (11 24, 
12 81 


AssiTimciil Porci*'!! Lc^'ion; 
A-F 


18,500 


P. Lorillard, L&N 


Eve Ardcn: Sc-F 


36,500 


Lever, JWT; alt Shulton, Wesley 


Armstrong Circle Theatre: 
I)r-L 


43,000 
(alt wks) 


Armstrong Cork, BBDO 


\ Turn of Fate: I)r-F 


38.000 


Alcoa, FSR; alt Goodyear, Y&R 


Haclielor Father: Sc-F 


38.500 
(alt wks) 


Amcr Tobacco, BBDO 


Red Barber's Corner: Sp-L 


3.000 


State Farm Ins, NLB 


Jack [Jenny: C-F 


65.000 

1 3 IT WKS ' 


Amcr Tobacco, BBDO 


■til 1^ \ t 11 

I'l.II) Bt-rjien: Mii \ -I^ 


•17.000 


Max Factor, DDB 


*Hig Record: Mu-L 


50,000 
( ' i hr.) 


Oldsmobile, Brother; Pillsbury, Bur- 
nett; alt Armour, FC&B; Kellogg, 
Burnett 


Bold Journey: A-F 


8.500 


Ralston Purina, CBB 


I'at IJoone: \ -L 


45,COO 


Chevrolet, Campbell-Ewald 


.lim Bowie: ^\'-F 


32.000 


Amer Chicle, DFS 


Bowling Stars: Sp-L 


11,750 


Amer Machine & Foundry, Richards 


Broken Arrow: W-F 


31,000 


Miles, Wade; Ralston Purina, Gardner 


Burns & Allen: Sc-F 


40,000 


Carnation, EW,R&R; Gen Mills, BBDO 


The Californians: \^'-F 


37,500 


Singer Sewing, Y&R 


Cavalcade of Sports: Sp-L 


45.000 


Gillette, Maxon 


Cheyenne: W-F 


78,000 


Cen Elect, Y&R, BBDO & Grey 


Circus Boy: A-F 


34,000 


Mars, Knox Reeves: alt Kellogg, Bur- 
nett 


'Kosemary Llooney: \ -L 


42 000 


Lever Bros, JWT 


l.limax: Dr-L 


59,000 


Chrysler, Mc-E 


*«^iuD ua^i!?: \ -L 


58,000 


Li/M, MC-t 


Colt It- W-F 


37,000 


Campbell, BBDO 


* Perry Como: \-L 


140,000 


Kimberly-Clark, FCB; Noxzema, SS 
C&B; RCA & Whirlpool, K&E; Sun- 
beam. Perrin-Paus: Amer Dairy, 
Campbell-Mithun; Knomark. Mogul; 
Polaroid, DDB (11 23, 12 7, 12 14) 


Court of Last I^esort: Dr-F 


28,000 


Lorillard, L&N 


Bob Cummings Show: Se-F 


36.000 


R. ). Reynolds, Esty; alt Chescbrough- 
Ponds, Mc-E 


John Daly News: N-L&F 


6,000tt 


Evinrude, Cramer - Krasselt; Amer. 
Chicle, Bates; 2 days open 


Date With the Angels: Sc-F 


38,000 


Plymouth, Grant 


December Bride: Sc-F 


29,500 


Gen Foods, B&B 


De-tiiiy: I)r-F 


13,000 


Gen Foods, B&B; Ford, )WT 


Dick And The Duchess: Sc-F 


33,500 


Mogcn David, Weiss; H. Curtis, G. 
Best 


Disneyland: M-F 


75,000 


Derby, Mc-E; Gen Mills, Tatham- 
Laird: DFS; Gen Foods, Y&R; Rey- 
nolds Metals, Buchanan: Frank 


Dragnet: My-F 


35.000 


L&M, DFS; Schick, B&B 


Wyatt Earp: W-F 


30,000 


Gen Mills, DFS; P&G, Compton 


Doug Edwards News: N-L&F 


9,500tt 


Whitehall, Bates; Brown & Wmson. 
Bates; American Can, Compton 


Father Knows Best: Sc-F 


38.000 


Scott Paper, )WT; Lever Bros, )WT 



•Color show, (L) Live, (F) Film. ttCost is per seement. List does not include 
sustaining, participating or co-op programs — see chart. Costs refer to average show 
costs including talent and production. They are gross (include 15% agency com- 
mission). They do not include commercials or time charges. This list covers period 



PROGRAM 


COST 


SPONSORS AND Af^Frsjr* 1 CQ 


•Eddie Fisher: V-L 

Tennessee Ernie Ford Show: 
V-L 


115,000 
(alt wks) 
38 000 


L&M, Mc-E 
Ford, jWT 


G.E. Theatre; Dr-F 


47,000 


Gen Elect, BBDO 


'George Gobel: V-L 


1 1 5,000 
(alt wks) 


RCA & Whirlpool, K&E 


Godfrey's Scouls: \'-L 


32,000 


Lipton, Y&R; Toni, North 


Gunsmoke: \\'-F 


38,000 


L&M, DFS; Sperry Rand (1 wk in 4). 
Y&R 


Harbourmaster: A-F 


38,000 


R. J. Reynolds, Esty 


Have Gun, Will Travel: W-F 


36,000 


Whitehall, Bates; alt Lever, JWT 


Hitchcock Presents: My-F 


36,000 


Bristol-Myers, Y&R 


Robin Hood: A-F 


26,500 


lohnson & Johnson, Y&R; Wildroot. 
BBDO 


I Love Luey: Se-F 


35,300 


Gold Seal, Campbell-Mithun; alt 
Sheaffer, Seeds 


I've Got a Secret: Q-L 


24,000 


R. J. Reynolds, Esty 


•Kraft Tv Theatre: Dr-L 


53,000 


Kraft, JWT 


Las>ie: A-F 


34,000 


Campbell Soup, BBDO 


Leave It To Beaver: Se-F 


46,000 


Remington Rand, Compton 


*Life of Riley: Sc-F 


30.500 


Lever Bros. BBCO 


Line-up: My-F 


34.000 


P&G, Y&R; Brown & Williamson, 
Bates 


iM Squad: My-F 


28.000 


Amer Tobacco, SSC&B; alt H. Bishop. 
Spec tor 


Gisele AlacKenzie: \'-L 


46.000 


Eversharp, B&B; alt Scott, )WT 


Perry Mason: My-F 


40,000 
(I/2 hr.) 


Purcx. Weiss: alt Libby-Owens-Ford, 
F&S&R; alt 1/2 hr open 


Mflverick- ^'-F 


35,000 
(I/2 hr.) 


Kaiser Companies, Y&R 


Meet McGraw: MyA-F 


33,000 


P&G, Benton & Bowles 


.Millionaire: Dr-F 


34.000 


Colgate, Bates 


Piiu \f;t<'iioii • \fii\' T 
ouy iMiiciieii. i>iu>-i-< 


38.000 


Max Factor, Anderson-McConnell 


Mr. Adams & Eve: Sc-F 


41.000 


Colgate, L&N; R. J. Reynolds, Esty 


Patrice Munsel: MuV-L 


45.000 


Buick, Kudner; Frigidaire, Kudner 


Name that Tune: Q-L 


23.000 


Kellogg. Burnett; Whitehall, Bates 


\'avy Log: Dr-F 


38.500 


U. S. Rubber; F. D. Richards 


.\BC News: N-L 


9.500tt 


Ronson, NC&K 


Original Amateur Hour: X-L 


23.000 


H. Bishop, Spector 


0 • A-F 


28,750 


Mcnncn, Mc-E 


People Are Funny: M-F 


24.000 


R. J. Reynolds, Esty; Toni, North 


l'eoi)le's Choice: Sc-F 


34.000 


Borden, Y&R; Amer Home Products, 
Y&R 


Person To Person: I-L 


34,000 


Amer Oil. J. Kati; Hamm, Camp- 
Mithun, alt Time-Life, Y&R 


Playhouse 90: Dr-L&F 


39,000 
V2 hr. 


Amer Gas. L&N; Bristol-Myers. BBDO 
Philip Morris, Burnett; Kimberly- 
Clark, FC&B; Allstate, Burnett 


♦Price Is Right: Q-L 


21,500 


Speidel, K&E; alt RCA, K&E 


The Real McCoys: Sc-F 


35,000 


Sylvania, JWT 


Restless Gun: W-F 


37.500 


Warner-Lambert, SSC&B; alt sust 


Iiin Tin Tin: A-F 


36.000 


Nabisco, K&E 


Saber of London: My-F 


28,500 


Sterling Drug, DFS 


Sally: Sc-F 


41,500 


Chemstrand. DD&B; alt Royal Type- 
writer, Y&R 



2.3 X<)veiiilKM--20 1 )i'<-emb(>r. Program types are indicated as follows: (A) Adventure, 
(Au) Audience Participation, (C) Comedy, (1)) Documentary, (Dr) Drama, il) 
Interview, (J) Juvenile, (M) Misc., (Mu) Music, (My) Mystery, (N) News. fQ) 
Quiz, (S) Serial, (Sc) Situation Comedy, (Sp) Sports, (V) Variety, (W) Western. 



Listing continues on page 48 ^ 
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SPONSOR 



23 .NOVEMBER 1957 



yon Itinip lo<ii'llti'r 




li'i'iiitfirrs and i'hildn'ii. itnd 
call ill a in all . . . "(Aiihlrrn"? 




I'lilsr .\a\.\ no! And si/n c I'/tl mure 
ailierti^ers liaie relied on projections from 
I'uhe data than ironi any other service, f'ulse's 
scientific sampling defines children as II and 
under; teens 12 to 17 incliisiie: men. uomeii. 
18 and oier. Ao gaps in I'lilse audience conip! 
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3. NIGHTTIME 



C O 




P A 



ABC 



SUNDAY 

CBS NBC 



I You Asked for It 
I Sklppy I'eanut 
I RutUr 



Maverick 

Kuiser roinpanlps 
(7;30-8.au) 



Beat The Clock 

lUlt 



Meet The Press 

lUlt 

Our Mr. Sun 

Ainer. Tfl & Tel 
(12/15. 5-.30G:30 



20th Century 
Prudent) il 



.My Friend Flick; 
luit 

Hall of Fame 
Hallmark 
( r'/I'i, fi;3il 8:no 



I 

Lassie { 
Campbell Soup 



Amateur Hour 
II. lllshnp 

Bob Hope 

IMyinotilh 
(11/24. 7 S) 



Bachelor Father 

alt Sally 

)ack Benny Olirmstraml alt 

.\mer Tobacco Itoyal TjpenTlter 



Maverick 



Bowling Stars 
Am Machine 
& Pnufidry 



Open Hearing 

lUlt 



Ail-American 
Came of Week 

gust. 



Scotland Yard 

Oeneral Foods 
(lo.'i; S) 



No net service 



Ed Sullivan 

(S-9) 
,M rroiry 
nit Kodak 



Ed Sullivan 



Steve Allen 

S. C. Johnson 
nit rharina. (Irey 
hounil, Polaroid 
(II/2t. 12/8) 



Steve Allen 
(8-9) 



C. E. Theatre 

Gen Electric 



Hitchcock 
Theatre 

Bristol-Myers 



Dinah Shore 
Chevy Show 

(9-10) 
Oherrolet 



Chevy Show 



$64,000 
Challenge 

Hevlon alt 
P. Lorlllard 



What's My Line 
Sperry-Kand 
alt H Oirtls 



Loretta Young 
Show 

r&o 



No net service 



ABC 



MONDAY 

CBS NBC 



D Edwards 
Brown & Wmson 



Sports Focus 
sust 

John Daly News 
sust 



N o net servi ce 

D Edwards 
Brown & Wmson 
(repeat feed) 



Amer Bandstand 

sust I 



Robin Hood 

Johfison & Jlisn 
alt WUdroot 



Guy Mitchell 
Mai Factor 



Bold lourney 
Ralston-Purlna 



Burns & Allen 
Carnation alt 
Gen Mills 



Talent Scouts 

Upton 
alt Tonl 



Voice of 
Firestone 

Firestone 



Welk Top Tunes 
New Talent 

DodKe . Plymouth 
(9:30-10:30) 



Welk Top Tunes 



No net service 



Danny Thomas 

Gen Foods 



December Bride 

Gen Foods 



Studio One 
Westlnrhouse 
(10-11) 



DuPont Show 
Of The Month 

DuPont 
(11/2.')) (9:30-11 



News 

Ronson 



News 
Ronson 
(repeat Teed) 



Price Is Right 

Speldel alt 



Restless Gun 

War. - Lambert 



Wells Fargo 
Amer Tobacco 
alt Bulck 



Twenty-One 
Pharmaceuticals 



A Turn Of Fati 
Alcoa alt 

OfKKlyear 



Suspicion 
(10-11) 
Ford 
Philip MoiTls 



Suspicion 



TUESDAY 

ABC CBS NBC 



Sports Focus 
sust 



|ohn Daly News 

Evlnrude 



Cheyenne 
Gen Klectric 
(alt wks 

7:30-8-30) 



Sugarfoot 
(alt wks 7:30-8:30) 
Amer Chicle 

alt Peven-Tp 



Wyatt Earp 
Gen Mills 
alt PAG 



No net service 



D Edwards 

Whitehall 



News 
sust 



No net service 



D Edwards 
Whitehall 
(repeat feed) 



Name That Tune 

Whitehall alt 
Kelloce 



Phil Silvers 
P&G alt 
R. J. Reynolds 



Eve Arden 
liever alt 
Shulton 



News 
(repeat feed) 



Nat King Cole 

oo-no 
Pied Piper 
l^M 
(11 '21!. 7:30-9) 



George Gobel 
(alt wks. 8-9) 
RCA A Whirlpool 



Eddie Fisher 
(alt wks. 8-9) 



Broken Arrow 
Hals Purina 
alt Miles 



Telephone Time 
BeU 



West Point 
Phllllps-Jones 
alt Carter 



No net service 



To Tell The 
Truth 
Pharmaceuticals 



Meet McCraw 
P&O 



Red Skelton 

Pet Milk 
alt S. C. .Tohnson 



Bob Cummings 

Reynolds 
alt Chese-Ponds 



$64,000 Quest. 
Iteilon. N'orelco 
L. Ball-D. Arnea 

Ford Motors 
(12'3. 9-10) 



Assignment 
Foreign Legion 
Lorlllard 



The Californians 

singer 



No net service 



111 i-)} 
Ban 
ThanI 

Eve 

(Uil. 



Sport §JI 



)ohn 
.\mer 



Disr 

7:3 



Disn 
Ueynol 
Derh 
Gei 
Oer 



Toi 
Te 

Brlst~ 



Ozzie 



Waltei 

Uevlon 
(11/ 



We 
F 

Me 



(II 



Famo 

10:5( 



NOTE: 1.1 preoedlne date means last date on air. S foUowlne date means startlne date for new show or new sponsor In time slot. 



Index continued... Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 



Schlitz Playliouse: Dr-F 

* Dinah Shore Chevy Show 

Phil Silvers Show: Sc-F 
Sgl. Preston: A-F 
.S<'olland Yard: .My-F 
Frank Sinatra: V-F 

$64,000 Challenge: Q L 
$64,000 Question: Q L 

*Refi Skelton: CV-L&F 

Gale Storm Show: Sc-F 

Studio One: Dr-L 
Sugarfoot: \^'F 

Ed Sullivan Show: \ -L 
Sunday News Special: N l. 

Suspicion: My L&F 



COST 



38.000 
150,000 

42.000 
32.000 
8.600 
67,500 

35.000 
39.000 

52.000 
39.500 

55,000 

40.000 
(1/2 hr.) 

79.500 
9,S00 

79,500 



SPONSORS AND AGENCIES 



Schlitz, |WT 
Chevrolet. Camp-Ewald 

P&C, Burnett; R. |. Reynolds, Esty 

Quaker Oats. WBT 

General Foods. Y&R 

Chcstereld. Mc-E; alt. Bulova, Mc-E 

P. Lorillard. Y&R; Revlon, BBDO 

Revlon. BBDO; Norclco. LaRoche 
(12 10) 

Pet Milk, Gardner; alt S. C. Johnson, 
FCB 

Nestle, B. Houston; Helene Curtis, 
E. H. Weiss 

Westinghouse. Mc-E 

Amer. Chicle, Bates; alt. Seven-Up, 
JWT 

Mercury, K&E; alt Kodak. JWT 

Whitehall, Bates; alt Carter Prod- 
ucts, Bates 

Ford. JWT; Philip Morris, Ayer; Vi 
hr alt wk open 



PROGRAM 



COST 



SPONSORS AND AGENC 



Tales of Wells Fargo: W-F 

Telephone Time: Dr-F 
The Thin Man: My-F 
This Is Your Life: D-L 
Danny Thomas: Sc-F 
•Tic Tac Dough: Q L 

To Tell The Truth: Q-L 
Tombstone Territory: 'W-F 
Trackdown: A-F 

20th Century: D-F 
Twenty-One: Q L 
U.S. Steel Hour: Dr-L 
N'oice of Firestone: Mu-L 
X^'agoii Train: W-F 

Mike Wallace: I-L 



36,000 

31,000 
36,000 
52,000 
47.500 
23.500 

22.000 
42.500 
33.500 

45.000 

30.000 

60.000 

28,000 

25,000 
Mi hr. 

15,000 



Amer Tobacco. SSC&B; alt 
Kudner 

Bell, Ayer 

Colgate-Palmolive. Bates 

P&C. B&B 

Gen Foods, B&B 

Warner-Lambert. Lennen & 
RCA. K&E 

Pharmaceuticals. Parkson 

Bristol-Myers. Y&R 

Amer Tobacco, BBDO; alt 
Mobil Oil. Compton 

Prudential. Reach McClinton 

Pharmaceuticals. Parkson 

U.S. Steel. BBDO 
Firestone. Sweeney & James 

Drackett, Y&R; Lewis-Howe, 
EdiCl. FC&B; Seven-Up.' 
(12 11) 

Philip Morris. Ayer 



.>^1'0N.'50R 



23 .NOVEMBER 1957 



G R A P H 



23 NOV. - 20 DEC. 



t 



tiNESDAY 

c; NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



|(:rvlct 



irds 
iVmsoa 



News 



D Edwjrds 
Will I eh ill 



News 



D Edwjrds 

HroMn A \Vm«on 
all \rn I'm 



News 

li n. IL' an) 



crvict 



irds 

kVnuoa 

ml) 



Sporls Focus 
sust 



News 

ItilllSltll 



|ohn Djiy News 
sust 



No net service 

D Edwjrds 
WTillehill 



News 
IUhiiih) 
(r«{>eil feeJ) 



Sports Focus No net service 
D Edwards 
John Daly News JlroMn A Wmum 
Ktlnniilo all Am Tin 

(rolM'til fr^tl 



Lucy 



Wjgon TrJin 

7 30 >! 30) 



Circus Boy 
Mar< III 
Krlloirir 



Sgt. Preston 
• tuiher Otl< 



Tic Tie Dough 

KCA III 
Warn-I-Ambort 



Rin Tin Tin 
Nablico 



Leave It To 
Beaver 

Itrmliiifion 



News 
Itun on 

li"|M-iil Iri"«l 

Saber of 
London 
stfrlhif 



Keep ll In 
The Family 
■uit 



Perry Mason 

(7 ?0 H 30 

Vitri-V til 
I. Ill lh\r^ I fnr I 



Peoole Art 
Funny 
Tonl lit 



:ecord 



llrirknt. 

tit 

IMm'I. Si.»rn I |i 
(I2'll) 

Father Knows 
Best 
Sioll I'tper tit 
L^'Tcr Bros 



Zorro 
AC Sinrlt 7 I'p 



The Real McCoys 
SylTanla 



Harbourmaster 
It J. Ufynoldf 



Climax 
(Tirynler 

(S 30 s nni 

(.1 init nf I wks) 



You Bet Your 
Life 
DrSoto tit 
Tonl 



Dragnet 
l.\M all Schick 



|im Bowie 

Amer Oticle 



Patrice Munsel 
Ruick all 
FVIirldalrf 



Trackdown 

AiruT T"liac 
alt Si^tmy 



Zane Grey 
i;r all I'lTil 
DuPont Show 
nf Ihe Month 

1 1'.' :!ii. 7 .no 9) 



Court Of Last 
Resort 
Uirlllanl 



Life of Riley 

^^•Trr Itrft* 

jerry Lewis 
(ilil<m<>>ille 
1 1 ' 131 0) 



Country Music 
jubilee 



Co'jnlrv Music 

jubilee 
Wm«fit. Plrklr 
all (III 



Perry Mason 



Dick And The 
Duchess 

M'>»f»i riatli) all 
ir Onrlli 



Ptrry Como 

<■ 9 

Klmti»rl»r Cli'k 
nCA A «-Mrlpool 
fliinb'tm. N')«i'ma 

Amer rulry 

|-i>la' II II , 
I .' 7 I J 1 I 



lire 

le 



Kraft Theatre 
Krafl 19-10) 



Pat Boone 

Chevrolet 



Shower Of Stars 
riirjsler 
(Si30-9:30) 
I lint nf I wkn) 



People's Choice 

Itorden til 
Amer llnme Trixl 



Frank Sinatra 
('he«lerflelil 
nit lliilova 



Mr. Adams & Eve 
Colitt« tit 
R. J Rejnoldt 



M Squad 
Amer Ti>ltac. 
■ II 

II. ni«hr,i> 



Lawrence Welk 
I)~i»e 

(9 10) 



Gale Storm 
Neill* til 

Ueleno Ourtlt 



Polly Bergen 
M«t Ka 

a ' 

Club Oasis 
l-AM 



Secret 

vnolds 



Annie Get Your 
Gun 
rniit Ite, 
I'epsl t'ola 

II 37. .s:3n |n:.ini 



OSS 

Menncn 



Playhouse 90 
Amer Oti 
til 

Rrlslol M]r«n 



The Ford Show 

Ford 



A Date With 
The Angels 
Plymnuth 



Schlitz 
Playhouse 

Srhllu 



The Thin Man 
rnlirain 



Lawrence Welk 



Have Gun, Will 
Travel 
\Mllle>\lll 
tit l,»ier 



Gisele MacKenii< 
KTM-iharp 
all f*rn>t 



•1 H Hr 

'Oil) 
leel 



Circle 
re 

Oil) 
. (Vrk 



This Is 
Your Life 
VAC, 



Navy Log 

V S lluhber 



Playhouse 90 
Philip Morrif 
tit 

Brltlol Myer« 



Rosemary Clooney 
The Lux Show 
l.<-ver 



Colt .45 
Campbell 



The Lineup 
r.VO alt 
Brmvn A Wmsnn 



Cavalcade of 
Sports 
nilletle 
(10 Corel) 



Mike Wallace 
Philip Mnrrls 



Gunsmoke 
LAM tit 
Spenr. Rand 



No net service 



No net service 



Playhouse 90 
KlmbClark 
til 
Allstalo 



jane Wyman 

n ninhnp 

til Quaker 



No net service 



Person To Person 
Amer Oil 
A Hamm 
til Time 



Red Barber 
«l K«rm Ini 



No net service I No nel service 



What's It For 
Pii*rma(^ullctli 
Com Appearand 

Tf%4 I' 

II _ II II 



Your Hit Parade 
Amer To^troo 
til 



PROGRAM 



I'ifdnesday Fights: Sp-L 
iwrence Welk: Mu-L 
flk Top Tunes: V-L 
est Point: Dr-F 
iial"s It For: Q-L 

i g hat's My Line: Q-L 

alter Winchell File: Dr-F 
ine Wyman: Dr-F 
\u Asked For It: M F 

I 

oil Bet Your Life: Q L 
oretta Young: Dr-F 
Vour Hit Parade: Mti-L 

Iane C.tvv Theatre: W-F 
,orro: A-F 
J 



COST SPONSORS AND AGENCIES 

45,000 Mennen. Mc-E; Miles, Wade 

14,500 I Dodge, Grant 

19,000 Dodge Cr Plymouth, Grant 

12,000 Phillips-jones, Grey, alt Carter. SSCB 

I 

25,000 j Pharmaceuticals, Parkson 

29,500 Helene Curtis, Ludgin; Sperry-Rand. 
Y&R 

39,000 Revlon. BBOO. alt Noreico, LaRoche 
(11 20, 12 4, 12 181 

36,500 I H. Bishop, Spector; Quaker Oats, 
I NL&B 

18,000 Skippy Peanut Butter, CBB 

51,750 DeSoto, BBDO; Tonl, North 

42,000 P&G, B&8 

49,000 Amer Tobacco, BBDOi alt Toni, North 

45,000 Gen Foods, B&B; Ford, |WT 

37,000 AC Spark Plug, Brother; 7-Up, IWT 



Specials and Spectaculars 



PROGRAM 



* Viiiiii' (.i t ^(iiir Clin: M L 

L. Bali-I). \rnrz ^h..« : TA -F 
Hanil)er';i r TIiank»pi\ in;; 

na% rara.lc: M I. 
Hoh ili.pc: (A-L&F 
Coniiiiand Vppcarantf: M-1. 
(lontiuc't 

•DiiF'nni Shii« iif llii- 

Monlh: Dr-L 
•Hallmark liaii nf Fanip: 

I)r-L 

J. L. HutUiin Tlianksfiiving 

I)a> I'arail.-: M-L 
*Ji*rr> Lewi- .'^how : C\ -L 
Macv Thaiik^civin;: na\ 

Para.l.-: M L 
Omniliii*: M-L 

•Our Mr. >iin: I)-F 
•Pi.-.i Pip.r: .\I-L 

Ii Nov : n-F 
•.•^iiower nf .'">tar-: C\ -L 
Wi.ie. Viiiir World: M-L 



COST SPONSORS AND AGENCIES 

400,000 Pontiac, M)&A: Pepsi Cola. K&E— 

11 27 

285,000 Ford. )WT— 12 3 

General Electric. Y&R— 11 27 



267.000 Plymouth. Ayer— 11 24 

200,000 Texas Co.. C&W— 11 23 

115,000 Monsanto, NL&B— 12 1 

275.000 DuPont. BBDO— 1 1 25, 12 20 

165,000 Hallmark. FC&B— 12 15 

Chrysler, Mc-E— 11 28 

230.000 Oldsmobile. Brother— 12 13 

Ideal Toy. Grey Sweets Co. — 11 28 

115000 Union Carbide, j. M Malhes: Alumi- 

num Ltd.. jWT— 12 1. 12 15 
Amer. Tel & Tel, C&W— 12 15 
550,000 L&M, Mc-E— 11 26 

125.000 Pan American. Katz — 11 24 

200,000 Chrysler, Wc E— 11 28 

210,000 Gen. Molors. WcM, j&A— 11 24, 12 8 
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DAYTIME 



C O 




P A 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS NBC 



ABC 



TUESDAY 

CBS 



NBC 



Lamp Unto My 
Feet 
guit 



Look Up & Live 
lust 



Carry Moore 

SUBt 



famribell 
(I- U/25) 



Arthur Godfrey 
Stand Brand! 

Stand Brand! 



Arlene Francis 

IJourjols 
(12/2- 12/10) 
alt sust 



Sterling 



Treasure Hunt 

!U!t 



Carry Moore 
Gerber alt 
Gen Food! 
Florida Cltrui 
all YIck Chem 



Arthur Godfrey 

G Fw.ls 



Peter Paul 
alt IJbby 



Arlene Francis 
sust all .M.MM 
( 12/3 12/17 ) 

sust alt 

Sterling 



Treasure Hunt 

!U!t 



UN In Action 

!U!t 



Brlstol-Myer! 

Singer 



Price Is Right 

Lever Bro! 
alt !U!t 



Pharmacraft 
alt Peter Paul 



Lanolin Plus 
Mentho 



Gen F«od! 



Price Is Right 
l^ver 
alt Sterllnv 

Slerllnc 
Che!ePnnd! 



Camera Three 

!Ult 



Strike It Rich 
Colgate 



Truth or 
Consequences 
sterling alt Lever 

sust 



strike It Rich 
Colgate 



R^til 
Cosmopolitan 
iiust alt Ttnil 



Truth or Cons, 
sust alt MMM 
(12/312/K) 
Ivcver 
alt !ust 



Let's Take Trip 
suit 



Wild Bill Hickok 
KelloKg 



Hotel 
Cosmopolitan 



Love of Life 

Amer Home Pro<l 



Tic Tac Dough 
PAG alt 

Church & Dwlght 

Ton) alt P&G 



Search for 
Tomorrow 
PiO 



Guiding Light 

P&G 



It Could Be You 
Sust alt 
Pharma 



sust alt P&G 



Love of Life 
Araer Home Prod 



Tic Tac Dough 
S tand Bran ds 

PiO 



Search !or 
Tomorrow 
P&G 



It Could Be Yoi 
Ctiese-Ponds 



Guiding Light 
P&G 



Brlllo 
alt P&G 



Face The Nation 
sust 

ll 11.-,) 



Watch Mr. 
Wizard 



No net service 



News 



(1:25-1:30) 
sust 



Football Preview 
Ca'ter alt Amer 
llmiK* I'roil 
Nat' rarbon 



Frontiers of 
Faith 

sust 



As the World 
Turns 

P&G 



sust 



Close-Up 
co-op 



No net service 



News 
(1:23-1:30) sust 



Howard Miller 

eo-op 



As the World 
Turns 
P&O 

Vlck Chem 
alt sust 



Close-Up 

co-op 



Howard Miller 

co-op 



Pro-Football 

(2-roncl.) 
rocinrial games 
Pabst 



dialogues of the 
Carmelites 

(.NUr Opera) 
(12/S) (24) 



Beat The Clock 

sust 



Howard Miller 



Beat The Clock 
Nestle alt sust 



Howard Miller 



Gerber alt sust 



Standard Oil 
N'tl Brewing 
Ballantlne 
Si»ec4lway Petrol 



Wisdom 
sust 



Art Linkletter 
Stand Brands 



Campbell Soup 



Bride & Groom 

sust 



Art Linkletter 
Swift 
alt Tom 
Kellogg 



Bride & Groom 
BrIIln all susi 



Sll^l 

alt Minn. Minin 
(12/3-12/17) 



lohns Hopkins 
File 7 

sust 



I 



Amer Liberty 
' Oil 
FallstatT Brewing 
Amer Oil 



Youth Wants 
To Know 

sust 



American 
Bandstand 

parlic & co-op 



Big Payoff 

Colgate 



Matinee 
(3-4) 
partle 



American 
Bandstand 
partlc & co-op 



Big Payoff 
sust 



Matinee 
(3-4) 
partlc 



Dean Pike 

sust 



Pan Amer Oil 
T'lilllp Morris 
Got'bfl Brew 



Look Here 

sust 



Co You Trust 
Your Wife? 

sust 



Verdict Is Yours 

sust 



Matinee 



Do You Trust 
Your Wife? 

sust 



Verdict Is Yours 
Libby 
alt sust 



Matinee 



Swift 
alt TonI 



College News 
Conference 
sust 



ltu<iiiesne Bre\v 
(See above) 



Wide Wide 
World 
(4-.'>:3n. alt wks) 
Gen Motors 



American 
Bandstand 

Seven- Vp 



Brighter Day 

P&G 



Secret Storm 
Amer Hnrae Prod 



Queen for a Da 
Lanolin alt 
Mentho 
Tonl alt 
Sandura 



American 
Bandstand 

Seven-Up 



Brighter Day 

P&G 

Secret Storm 
Amer Home Prod 



Queen for a Day 
Stand Brands 



Paul Winchcll 
Uartz Mm 



(See above) 



Omnibus 

(4-5:30. alt wks) 
T'ninii Carbide 
Aluminum Ltd. 



American 
Bandstand 



Edge of Night 
P&O 

Stand Brands 



P&O 



Modern Romance 
Sterling Drug 
alt sust 



American 
Bandstand 



Edge of Night | 
P&G 



P&G 



Florida Citrus 
alt 

Yick Chemical 



Modern Romance 
I Brlllo alt 
Sterling 



Texas Rangers 
SHct.ts t'o. alt 
riav- It-Straw 



See It Now 

(11/21) (.T-G) 
l*ait .\nu-r .\lrways 



Wide Wide 
World 
alt 
Omnibus 



Superman 

Kelloeg alt 
Sweets Co. 



Comedy Time 
sust 

sust alt 
Pharma 



Sir Lancelot 

Kellogg 
alt ^Yander Co. 



Comedy Time 
Cliese-Ponds 



sust 



Lone Ranger 
Gen Mills 



Seven Lively Arts 

siist (5-0) 
Conquest 
.Monsanto 
(12/1) (5-6) 



Outlook 

iUSt 

Our Mr. Sun 

Amer. Tel & Tc 
(12/15. 5:30-6.30 



Mickey Mouse 
Club 

M co-op 

Ara Par 



Mickey Mouse 
Club 

Mars alt .\rmour 



NOTE: Ij preceding date means last date on air. S following date means starting date for new show or new sponsor In time slot. 



HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COMPARAGRAPH & INDEX 



The network s-chedule on [\n> and preceding page? (48.49) 
includes regularh scheduled programing 23 Noveniher to 
20 Deceniher, inclusi\e (with possible exception of change? 
made by the networks after presstime). Irregularly sched- 
uled programs to appear during this period are Hsted 
as Mell. with air dates. 1 he only regularly scheduled pro- 
grams not listed are: Tonight. NBC. 11:15 p.m.-l:0O 
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GRAPH 



23 NOV. - 20 DEC 



DNESDAY 



BS 



NBC 



ABC 



THURSDAY 

CBS 



NBC 



ABC 



FRIDAY 

CBS 



NBC 



ABC 



SATURDAY 

CBS 



NBC 



Moort 

rhemlcil 



CoHlrev 



olMjen 



oI-MT«n 



It Rich 



Arlcnc Frjncis 
luit 



I L. Hudson 
ThjnksKivmK 

D,iy Pjrjdc 
riir>>li'r 

II ■.'■<. II) 1'. ID 



Treasure Hunt 

lUlt 



P'ice Is Right 
lien ri».l« lit 
Slcrllni! 

I.lnnlln Tlui 
all SOS 



C.iffv Moore 
Notlp lit 
l.lliliy 

Nrillp alt 
(ipii KoiKli 



Arthur CoHtrey 
lien FtuHli 
Armour 



Arlene Francis 

lUlt 

bKirJ<>l> 11'.' 1: 
Iurlliii:t<>ii MIII1 
(I! I'.ii 

Treasure Hunt 
luit 

Macy's Parade 



C^'rv Monre 
Sunililnr tllie 
>lt HI 1 

lirrtjnr alt 
Sunililne lllic 



Iml 



Arlenr Francis 

lUlt 



Treasure Hunt 
(itin^Tn ,\ Jftltnirjn luit 
•II >.<ii Mill 



III II 12) 



Irf-Ter 



Trutt^ 0' 
ConscOf'Pnccs 
lUtt 

\mor llnine 
Hit lu^t 



Cttn riirxU 
Aiinniir 
Miiiiiiil Oiiialii 
III ■J''! 



Price Is RiKht 
.\ll)crio Culvfr 
■ II l^v.r llrot 



Minn. Mining 
alt MIk'S 



Yirilltrr lit 
Klorlili fllrui 

tirn Ml li 
nit Vl.k Clitm 



Strike It Rich 
( Mlk-iir 



Truth or Cons, 
l.i'hn & F'lnk 

alt l.tifr 
Albfrlo CulTcr 
• It Mllii 



Strike It Rich 
rnlulf 



ml •!! 
Slfrllnf 



Price h Right 
1^ ir •!! ti ' 

Dr^ikplt 
•II 

Minllin 



Truth or 
Consequences 
(ifn Vr^'it 
•II mil 



C*n> KxnVAtoO 
19 30 to JO) 

I u trn 6 4! 101 
Itr'Mi '•1 

III r. II) 1) 



Mi»hly MouSP 
Urn K'- 'ti 111 

r.ilmif 



Howdv Docl* 

I 'nrtl Inml ■ 
tlaklnr >ll 
M«rrii Cn 



Andy's Cjni; 

M M • 

all 1 
It . « 



Susan's Show 
lull 



Fury 



hH ltnr<Un 



S.iturdjy 
Playhouse 
I I 



Cjpt Cjlljnt 
IlftnT 



. Cosmo, 
lie Sairs 
lust 



of Life 
Bimt Prod 



rch for 
norrow 
PAO 



ing Light 
_ lEAO 



Tic Tac Dough 
1.11110I111 riu« 
■ II 
Urar kclt 
PAO 



Hotel 
Cosmopolitan 

lUHt 

Love of Life 
\mpr Home Prod 



Tic T.ic Dough 
Kraft 



jMlnnrnnla MInInc 
alt rSiO 



Hotel 
Cosmopolitan 
sun alt Suiri 

Love of Life 
Amrr flnme Prod 



II CmilH Be You 
Clin Koniti 
alt Armnur 
sunt 



Search for 
Tomorrow 
I" AC 



It Could You 
Alberto Culrer 
alt Mllo 



Cuidint; Lisht 
r.\.r. 



r\n all 

nrm\n A- Wmsnn 



Search for 
Tomorrow 

nr. 

Cuidine Li^ht 
P<r. 



.Tie Tjc Dough 
! Slarklit Tuna 
I alt SOS 

P*r! 



It CotiM Be Ynu 
Am Mrmr alt 

I)rnrki'tt 

I PAO~" 
I alt rnrn IV'l 



Jimmy De.in 
f 1 1 
■ 11 I 



|immy Dean 



True ^'O'v 

KH'r] T (t 1 Ir e 



Detective Dijr> 



•t service 



r 'Jews 

I . 30) lust 



Close-Up 
CO op 



No net service 



News 
(12% 1 :30) suit 



Close-Up 
CO- op 



No net service 

News 

l l:S?-l :30J_mll. 



ne World 
Turns 



Howard Miller 
CO np 



As the Wo'ld 
Tu'ns 

PA-r, 



•Ult 



Plllsbury 



Howard Miller 

co-op 



The Clock 
MlnlU 
It 9U<I 

lallKioIak 



Linkletter 
Tir Ttro« 



Howard Miller 



Bride & Croom 

<;iist alt 
Drirkelt 



As the World 
Turns 
r.t n 

Swift 
all suit 



Closc-Up 

ponp 



Howard Miller 

co-op 



Beat The Clock 
Nestle alt 
l.lliby 

Sin.thine niscull 
all Purei 



Art Linkletter 
Kellorn 



Plll-sbury 



Howjrd Miller 



Bride Cr Croom 
l^hn Kink 
alt snst 

sunt 



Beat The Clock 
C, MIIU alt r.ortier 

.lohnson A- Jotinson 
all Vkk 



Art Linkletter 
T.erer Ttros 



Howard Miller 



Bride Cr Croom 
'ift all 
Menttin 



Sivlfl alt 



mist alt 

"r-i.V. I! 



I o«e P >nprr 
r:»- Mm. 
■ 11 Willr 



No net service 



No net service 



No net se'vicf 



No net service No net servici 



No net service 



! Payoff 
>>Uale 



M.itinee 
13-41 
pari le 



American 
Bandstand 
itartlc »^ co-op 



Big Pclyoff 

• Ult 



Matinee 
(3-41 
partle 



|.'t Is Yours 

Tust alt 
Ij itlantia 



Mai inee 



Do You Trust 
Your Wife? 



Verdict Is Yours 
lust 



Matinee 



American 
Bandstand 
partle & co-op 



Do You Trust 
Your Wife? 
sust 



Big Payoff 
rnlsaie 



Verdict Is Yours 
sust 

^alt 



Ten 



MUM 

sust 



M,itinee 
(3-1) 
partle 



Matinee 



No net service 



No net service 



l;hter Day 

li'tt Storm 
.■ none Proil 



Queen to' a Da> 
Slender 
alt P\T 
Amer noroe 
alt Corn Pruil 



American 
B"*ndst;ind 
Sfven T |t 



! of Night 

Milk alt 
MUntls 



P*0 



odern Romances 
Com Prod alt 
Sterllni Drug 



American 
Bandstand 



„ . . _ Oueen for a D'v 
Brighter Day j,. wmsnn all 



r.tr. 



Minn. MInlne 



Secret Storm 
Amer llnme Pro*) 



Miles all 
.M rulver 



American 
Bandstand 
Cm. Mills all 
Seven I'li 



Brighter Diy 
PAO 

Secret Sto"m 
Amer ITome Pro<l 



Quetjr tor a Day 
pns all 

Welfti 



Nat'l Hockey 
aciie e»rn 1 



.Amer Home P"»l 
alt Corn Prod 



All-Star Golf 
It -^) 



NCAA Football 



rnr I men 



Edge of Night 
Plllsbury 



P.vr: 



Modern Romances 
Kraft 



American 
Bandstand 



Edge of Night 
PS.r, 

Flnrlda Citrus 
all 

VIHt Oiem 



PAT. 



Modern Romances 
Slerllnr Prug alt 
Corn Prod 



Miller Ttrewlne 
'Vltdroot 



See abovel 



NCAA Football 

I'll Mtfr. I.lhb- 
rVreni F'^rd Pun 

t>e«m 7^nlih. 

R J ne%naldi 



1 



Comedy Time 
sust 



SOS 
alt sust 



Woody 
Woodpecker 
KelloEK 



Mickey Mouse 
Club 
llrls .Myers Pills 
alt Gen F'oods 



Come-iv Time 
I^r»rt 

"STllcs alt 
Minn. MlnliiR 



The Buccaneers 
Kellncg alt 
Sweeli Co. 



Mickey Mouse 
Club 
r,en Mills 
alt sust 



Comedy Time 
suit sll 

Wflrti 

r.en Fr«x1s all 
Mentlio 



I See above) 



iSee above) 



NCAA Footbal 
Rec p« c«mfl 
« hram phi t 
M rrl< \MF 



Football 
Scoreboard 
Kemper 
1 1 min trm — 
fnllmji r i.all) 



a.m.. M()n(la\ -Friday. partici|)atiim spon?oi>hii> : >tin<i(j) 
\eits Special. CBS. Suiiclay. 11-11 :15 p.m. (Carter and 
Whitehall): Today, xXBC, 7:00-9:00 a.m., Monday- 
Fridav. participating: The Jimmy Dean Slwic. CH5. 7:00- 
7:45 a.m.. Monday-Friday, participating: Caplain Kanga- 
roo. CBS. 8:00-8:45 a.m.. Monday-Frida> . 9:30-10:00 a.m.. 
Saturday, participating: yens. CBS. 7:45-8:00 a.m. and 



8:45-9:00 a.m.. Monda> -Frtda> . 

\ll times are Ea?tcrn Standard. I'artiripattng spnnsor- 
are not Hsted hecau^e in manv case* the> fluctuate. 

Spnn^ors. co-?pon~<irs and alternate-\veck sponsor? arc 
-ho\Nn along v tth name- of prngram>. Mphahettcal iiif'ex 
of nighttime programs, together \vith sho\\ cost-, -ponsors 
and agencies starts on page 46. 



''Around Th6 World in The '58 Ford 



AMERICAN INDUSTRY'S MOST DARING 
MOTION PICTURE PROJECT 





Ve wish to express our gratitude for the 
vhole-hearted cooperation of the diplomatic 
md home officials of the following countries: 



J 



NGLAND 
RANGE 
iWITZERLAND 
TALY 

'UGOSLAVIA 
>REECE 
URKEY 
RAN 



AFGHANISTAN 

PAKISTAN 

INDIA 

BURMA 

MALAYA 

THAILAND 

CAMBODIA 

SOUTH VIET NAM 



UNITED STATES 



The World Highways Expedition, organized for the Ford Motor Company a 
J. Walter Thompson Company by Fiimways, has just completed its history 
making, round-the-world test drive of the 1958 Ford car. A distinguished seric. 
of television commercial films and a major documentary film, "One Road," wl 
soon bring the exciting story of this expedition to millions of people the world ove. 

WORLD HIGHWAYS EXPEDITION, Inc. is a wholly-owned subsidiary of 



FILMWATS 



2 4 1 



WEST 



INCOItrORAT 

54TH STREET, NEW 



YORK 



1 9 



N 



L 




Reports and evaluates netvs, trends, 
opinions for film buyers and sellers 



FILM-SCOPE 



23 NOVEMBER 

CevyrliXt IK7 
SPONSOR PUBLICATIONS INC. 



nccuiise of its comparative joiith, film Bjiidication liasii't yet had the finii 
cIinraottT of other branches of tv production and distribution. Hut now, with a hefty year 
in sight, more Btahlo patteniB arc beginning to emerge. Checking up on them, FILM- 
SCOPE last week found agreement on these: 

QUALIl^': As George Sliupert, president of ABC Fihn S) iidicalion puts it: "Many 
Byndicated shows were aimed at network showingB to begin with. So there i^n l any 
question about quality levels. We're on a par with anything the networks have except the 
specials and big musicals." Further evidence of this is the growing emphasis on firbt- 
riins and the dwindling interest in network reruns. 

SALESMANSHIP: Syndicators are beginning to realize that in many ca«es they will 
have to sell their product direct to sponsors — particularly at the local level. Tv stations — 
with their own arsenal of properties — obviously have to dilute their efforts too much to do 
a thorough job. So the direct-to-sponsor sale is coming to the fore. (\n the major- 
ity of its 136 markets, 26 Men was sold that way by ABC.) 

IMOiNEY: There's a growing cockiness among syndicators that they can catch the 
sponsor's dollar going up or coming down. M. J. Uifkin, sales v.p. for Ziv, says that 
27% of its sponsors in 30 key markets got into syndicated fare because they 
wanted to "trade up" — that is, graduate from I.D.s, spots, or participations. ABC's 
Shupert meanwhile feels that the syndicators can nab some of the fellows who are go- 
ing to find network buys too expensive. 

COSTS: More overseas production seems in the cards as one way to cut expenses. 
By shooting abroad you often can wrap up a bigger international market right from the 
start and thus bring prices down. 



Amid general confidence' (see above) syndicators this week nevertheless saw something 
of a cloud on the horizon: 

Wliat's going to happen when NBC goes into tape programing in a s^erious 



wav 



.9 



As a rule-of-thumb, syndicators figure on a potential nine hours a day, with particu- 
larly choice evening spots available on the West Coast. Tape programing thus conld be a 
real threat — especially in California. 



California National Production's research department is out to prove that it's 
worthwhile for manufacturers to develop licensed merchandise in connection with 
sjTidicated shows. 

Davy Crockett headgear and Mickey Mouse gimmicks by the million appeared a? a rc 
suit of network shows, but nothing much has turned up in the syndicated line because manu- 
facturers, up to now, were not aware that the audience and markets of a syndicated 
series offered comparable potential to network shows. 

CNP has gotten up powerful ammunition on three major scores: market? reached: 
potential retail sales; and ratings. 



CBS Films' Grey Ghost has taken its place among the nation's top ten syndi- 
cated film shows. 

Here s the result of the Grey Ghost initial tv appearance in various cities. Accord- 
ing to ARB's latest survey it ranks: No. 2 among all syndicated film shows in Washinjrton 
with the 17.7 rating; No. 3 in Los Angeles with a 13.9 rating; No. 5 in Boston with an 18.8 
rating and a 50.7 audience share; No. 5 in Sacramento with a 31.0 rating and a 59.9 audi- 
ence share; and No. 10 in Philadelphia with a 10.9 rating. 
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FILM-SCOPE continued . . 



Those rumors about Paramount being on the verge of selling the tv rights 
to its i)rc-1949 catalog popped up again this week. 
Paul Raiburn's comment to FILM-SCOPE: 

"WVve been listening to a lot of people, but so far nobody's come up vdlh a SIO* 
million <lown pajTnent." 

Raiburn, who has been mulling the propositions with Barney Balaban, admitted that 
Screen Gems and IVTA were among the bidders. But there's no comment on other 
supposedly interested parties — CBS and Storer. 



Though the pickings in Germany usually are pretty meager (see FILM-SCOPE, 19 
Oct., page 66), Screen Gems International Sales has sold Father Knows Best on a 
five-station network. Moreover, apparently it's the first fully-sponsored network ve- 
hicle to hit that nation. 

Mokri Cigarettes is picking up the tab for the German-dubbed version. It begins 
2 January. 



The beckoning finger of pay tv is beginning to poke into film business 
decisions. 

Thus AAP this week took part of the Warner Bros. Package — Popeye and 
Warner Bros, cartoons — off the sale list in about 30 top markets. 
Actually it's a two-pronged decision: 

• It will enable AAP's sales force to concentrate on the Gold Mine Library and do mis- 
sionary' work in the smaller markets. 

• And, of course, it squirrels some of the valuable cartoon properties away in the toll 
hope chest. 

Incidentally, w^herever deals already have been made on the films, the sale will be 
honored. . 



IVTA Associates' report on its fiscal year (ended 1 July) looks like a clue to 
the magnitude of the growth-trend in films: 

• Exhibition contracts for the 12 months amounted to $17,720,134 as against $5,793,975 
in the prior fiscal year. 

• Film rentals came to $10,976,479 vs. $3,818,627. 

• Net income was $1,094,031 as against $441,877 in fiscal 1956. 

• Working capital, too, got a big hike — from $2,837,055 to $11,806,936. 



Tlie performance of Code. 3 — now well into its second telecast year — is being 
\>:atclied for evidence of syndicated fare's durability. 

Now on WRCA, New York (Wed., 10:30-11 p.in.) the series got the highest recent 
ARB rating in its time period (16.1), topping U. S. Steel's 14.7. 



FLASHES FROiM THE nLM FIELD: MGM-TV may put iNorthwest Passage into 
syndication next season; 1958-59 plans also include production of two more half-hour fihn 
series: The Feminine Touch, a comedy starring Ann Miller, and Mystery Street. 

Screen Gems has set a co-production deal for Combat Correspondent, U.S.M.C., 
with Raydic Productions . . . NBC International, Ltd., is distributing kinescopes of 
live network shows (Steve Allen, Matinee, and Perry Como) in Australia. 

Lejon Vermouth (Honig-Cooper, San Francisco) is using half -hour tv series and 
feature participations in four markets for the first time. 

Stanley C. Florslieim has been named general sales manager of NTA's Famous Films 
Division . . . Alfred Stern, formerly RKO Radio publicity director, appointed NTA's \^'^est 
Coast p.r. director . . . WRCA this week purchased NTA's Champagne Feature Fihn 
Package. 
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AMPEX AUTOMATIC PROGRAMMING 




Anyone for Automation? 



Yesterday it was easy to say "No" or "Maybe" to the question 
of automation. Tomorrow there will be few station operators who 
can afTord to say anything but "Yes." 

In fact, many are saying "Yes" today, and finding it both easy 
and profitable to take the first step toward automation. Installing 
an Ampex Model 355 Integrator, at a cost of well under $1000, 
provides a variety of basic automatic functions adaptable to a 
wide pattern of station operation methods. 

Whether you're interested for today or for the future, it will be 
helpful to have the facts from Ampex. Call in the Ampex man, 
or send for the new Ampex Automatic Programming Brochure. 



854 CHARTER STREET. REDWOOD CITY. CALIFORNIA 



CORPORATION T 



professional 
products division 
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SPONSOR ASKS 



How can companies get the most out of the 
industry's own personnel bureau (the Listening Post) 




Peter M. Bardach, hroadcast executive, 
Foote, Cone & Behling; chairman. Listening 

Post Coininitlee 
Perhaps a brief explanation of what 
the l^istening Post is . . . and what it 
isn't wouhl help, l-'iinctioning strictly 
with a volunteer eoniinittee under the 
direction of RTES president John 
Dalj , and RTES exccnti\ e dircetor 
Claude Rarrere, the LP connnlttee op- 




Cooperatioii 
and two hours 
per month 
of your lime 



eratc» in two service areas . . . guid- 
ance and specific job placement. The 
measurement of our success is deter- 
mined largely by you. We need your 
cooperation in furnishing the Post 
with definite job openings (although 
we'll often settle for "hot tips" and do 
the scouting ourselves). More than 
that, we need two hours per month of 
your time. Additional executives in 
all areas of broadcasting and related 
agcnc) functions are retpiired to stalT 
our e\ening and noon-time panels, as 
well as expanding the corps of execu- 
ti\'es interviewing applicants by ap- 
pointment during business hours at 
your olTicc. If you can help in either 
department, please contact me thru 
RTES or at FC&I{ (Mr 8-5000). 

^ ou need not personally he a mem- 
ber of l\ TES to use the facilities of the 
LP for your company needs, and of 
course all job applicants with at least 
a \car s broadcast experience as well 

* Islo'd of committee members of I^'ew 
) ork RTES' Listening Post. 



as 20-year \ee pees are welcome. 
Agencies and stations out of town find 
the LP of particular value and we wel- 
come your inquiries. No fee is ever 
charged to anyone; operating expenses 
are covered through sales of tickets to 
the annual RTES Christmas party 
(how many sweepstakes tickets have 
you purchased this year?). 

Although we do not service techni- 
cal, talent or secretarial areas our cur- 
rent files are stocked with well quali- 
fied writers, producers, salesmen, me- 
dia and management executives and 
juniors. Remember . . . someday you 
. . . or 1 . . . may need the personal 
help of Ll^. Doesn't it deserve your 
active support right now? 

Claude Barrere, executive director, 
Radio-Tv Executives Society 
Excuse me. Are j ou a network top 
brass, an ad\ertisiiig agency execu- 
tive, or station rep? Program pack- 
ager, public relations advisor . . . head 
of a production company? Never 
mind. \\'hiehe\ er you are. when \ ou're 
looking for help, call the Listening 




The Listening 
Post has good 
and effective 
personnel 



Post . . . for these reasons. 

It s a source of personnel immedi- 
ately available. People for the most 
part are new at this thing called job- 
hunting. They've been good, loyal, ef- 
fecti\e professionals in the fields of 
sales, management, production, promo- 
tion, etc. Suddenly a new broom has 



come in; an account has been lost; 
the boss's wife's nephew needed a job 
. . . or that thing called retrenchment 
set in. Boom! On the street. . . . 

Listening Post applicants are your 
friends. Many people you've known 
for years . . . folks dedicated to the 
broadcasting industry. Sure, you'll 
have to do some screening; the Post 
is only a clearing house. But regard- 
less of the level of experience for 
which you are looking (we do accept 
some relative juniors but encourage 
them to do their own pounding on 
doors) . . . the Post probably has some 
good suggestions for people you 
should see. 

Let me tell you something. Most of 
the people placed thru the Listening 
Post are in what we'd call the healthy 
middle income brackets. But its our 
boast that if Sputnik fell on your shop 
today, we could fill up your staff with 
expert professionals . . . from your 
job down. 

Saul Rosenzweig, director sales devel- 
opment, Katz Agency {Station Representa- 
tives) ; vice chairman. Listening Post 
Remember that the most experienced 
niend)ers of the advertising and broad- 
casting ])rofession notify the Listening 
Post of their availability for new job 




assignments. Maii\ of them are highly 
trained top level people of executive 
calibre . . . men and women any com- 



56 



Sl'O.XSOK • 23 NOVEMBER 1957 




I>aii\ would l>c 1)1011(1 tu liavu in tlicir 
fiiiploy. 

When li>tiii^ jul) ()|)(Miiii^s within 
)i>iir or^aiii/atioii, lr\ to 1)0 a< >|)c( i('ic 
a-; |)o.s,sil)li'. 1 helps the l.i>tt'iiiii^ 
l'o.»t ill stTfciiiiig for \()ii and ciiahlc^ 
ii,-« to (.■liininatc people \oii won't want 
ti) >ee and |)eople who won't meet ^l)ll^ 
letpiiieinents. Quantities of job list- 
ing forms are axailahle thru the Lis- 
tening I'o>t oHice at K'I'KS headt|uar- 
ters ill the 15iltiiioie (Ml" 9-;iU;0). 
Inforinatioii ) ou su|)pl\ is retained in 
coiiddenei'. so nU|)|)I\ eoinijlete iiifor- 
niatioii on : 

Title of joh ami jo!) description 
i^X|)ei ieuce recpiireil and desired 
l-]diicatioiial re(|uireiiieiits 
A";e and saiar\ range 
5|)ecifie (lulies of joh 
The Listening Post has no ax to 
grind. Faeilitie^ are free to hotli eni- 
|)l()\er and uiieiii|)lo\ ed advertising 
and broadcasting iiicii and women, i 

In our >er\ ice husiiiesses, |)e()|)le are 
the important thing. People are the 
comiiioditx in which the Listening 
Post deal. People with com eiitioiial 
backgrounds ami those with unusual 
(jualifications. People (|uite often who 
are from out-of-town anil wlu)>e first 
contact ill getting K)cated in Xew Vork 
is the Listening Post. 

\\'hen that job needs filling, don't 
|)ut it off — call the Listening Post ami 
make sure that others in your coiii|)aii) 
u>e these scrxices too. 

Philanthropic maybe, but when you 
find good eniploxees through our of- j 
fices. our time and effort i> more than j 
justified. ^ 

Lisfem'ng Post commiiuf <1. to r.) : 
-Majzgi Ealoii (Hadio Hi-porls), I't-icr .M. 
Rardach (Foole. Cone & IJeldiiit:) , "^ol Ros- 
enzweig (Kal/), Charlos UernanI (Cliarle~ 
Bernard Co.), Claude Rarrcre U{TKS exec, 
dir.). and Al ^llepard (>eleei Slalion I\ep-i 



DOMINANT! 



COST 

LOWEST COST PER THOUSAND! 

COVERAGE 

NO. 1 Ratings in NSI Area (June, 1957) 



K-NUZ 

Net. Station "A' 
Net. Station "B' 
Net. Station "C 
Net. Station "D' 
Ind. Station "A' 
Ind. Station "B" 
Ind. Station "C" 



114 
32 
37 
58 
44 
19 
30 
15 




No. 1 Buy in 

HOUSTON 



forjyour product! 



HOUSTON'S 24 HOUR MUSIC AND NEWS 

National Reps.: For joe & Co. — Southern Reps.: 

New York • Chicago • Us Angeles • CLARKE BROWN CO. 

Son Francisco • Philodelphio • Seattle Dallas • New Orleans • Atlanta 

./N HOUSTON, CALL DAVB MORRIS, lAekson 3-2581 \ 
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There's a million-dollars 





nerican 
own it 




The Merv Griffin Show (7:15 to 
7:55 pm) features singer Daria Hood, 
The Spellbinders. Jerrry Bresler's or- 
chestra. 





The Bill Kemp Show (8 to 8:55 pm) 

headlines vocalists Peter Hanley and 
Betty Holt, The Upbeats, Neal Hefti's 
orchestra. 



From morning to night, five days a week, you can have American Radio's 
million-dollar sales staff selling your product exclusively to millions of peo- 
ple everywhere. 

Here's how it works-. When you buy a five-minute program unit in any one 
of American's hour-long, weekday musical shows, you automatically lock 
out competition for the rest of that hour — all week. 

Here, for the first time in years, is a brand-new advertising franchise. 
Nowhere else in all mass media can you buy this kind of salesmanship 
and product exclusivity. 



the lim 



one IS 



▲ 



AMERICAN 

BROADCASTING 

NETWORK 



National and regional spot buy a 
in work now or recently completed 





KVOO-TV blankets north- 
eastern Oklahoma with the 
tops in network and local pro- 
gramming. This coverage is 
backed up by revealing market 
research, merchandising and 
promotion aids, and constant 
attention to your account and 
problems. 




(f. 



KVOO-TV blankets a $1- 
billion market. Out of the top 
90 key industrial markets, 
Tulsa has the fastest dollar 
value growth of any city in 
the nation.* If you have some- 
thing to sell, you can sell more 
of it in northeastern Okla- 
homa . . . over KVOO-TV. 



•U. S. Census of Mfg., U. S. Dept. of 
Commerce 



NOW 



A wide selection of good spots in popu- 
lar participating shows. I.D.'s, 20 sec, 
and 1 minute spots in all classes. Check 
up to the minute availabilities with 
your nearest BLAIR-TV man. 



KV 

channel 





For current availabilities contact any 
office of Blair Television Associates 



GO 



SPOT BUYS 



TV BUYS 

Esso Standard Oil Co., New York, is scheduling announcements in 
various markets for its gasolines. The November-December cam- 
paign will run for four weeks. Minutes and 20's during daytime 
hours will be used: fre(]uency will depend upon the market. Buyer: 
Sy Coldis. Agency: McCann-Erickson, Inc., New York. (Agency 
declined to comment.) 

Carter Products, Inc., New York, is entering major markets to 
promote its Kise shave lather. The agency is firming up as quickly 
as possible a schedule for both daytime and nighttime minutes; fre- 
quency will vary. Buying is not completed. Buyer: Dan Hirsch. 
Agency: SSCB. New York. (Agency declined to comment.) 

Bissell Carpet Sweeper Co., Grand Rapids, Mich., is buying 
schedules for its carpet sweepers. The short-termer will run through 
December. Minutes are being slotted with frequency var)ing during 
daytime ])eriods. Buyer: Frank Carvell. Agency: N. W. Ayer & 
Son, New York. (This is the last schedule to be placed by this agency 
for Bis ell; the account switches to Leo C. Burnett, Chicago, in 
January 1958, so watch for new radio-television developments.) 

RADIO BUYS 

National Biscuit Co., New York, is planning a campaign to pro- 
mote the use of its Cheese Ritz, Tliins, Jim-Pretzels and other snack 
crackers for Christmas and New Year's parties. The saturation 
schedule in 100 top markets will kick-ofT 11 December for three 
weeks. Minute e.t.'s will be placed during daytime segments, Mon- 
day through Saturday; frequency will depend upon the market. 
Buying is not completed. Buyer: Jane Podester and Sal Agovino. 
Agency: McCann-Erickson, Inc., New ^ork. 

Penick & Ford, Inc., New York, is planning a campaign in major 
markets for its Mv-T-Fine desserts. The schedule will kick-off in 
Januar\ for an indefinite period; daytime minutes will be used. 
I>u\ing has not begun. Buyer: Ted Wallower. Agency: BBDO, N. Y. 

Harold F. Ritchie, Inc., Clifton. N. J., for Scott's Emulsion, is 
adding announcements to its present schedules in many markets. 
The increased schedules will run for six weeks. Buyer: Sam Scott 
and Mario Kircher. Agency: J. Walter Thompson Co., New York. 

Davol Rubber Co., Providence, is going into scattered markets to 
pu-h its rubber goods. The December schedule will run for four 
weeks. Minutes during day time segments are being placed. Buyer: 
Fran Velthuys. Agency: D'Arcy Advertising Co., New York. 

Lambert-Hudnut Div., Warner-Land)ert Pharmaceutical Co., 
Morris Plains, N. J., is purchasing announcements for its Listerine 
antisp])tic. The January campaign will run for 10 weeks. Minutes 
for davtinie hours will be scheduled; frequency will vary. Buying 
has jusi begun. Hu}er: Frank Sweeney. Agency: Lambert & 
Feasley, Inc., New York. 
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iim WISDOM for (3liri§tm9S 




Q\% fiim SPONSOR 

You just can't give a heller gift than iin(h'r- 

!*lan(ling ;nul SPONSOR will give anyone a heller nnck-r^tanding 
of the vital hroackvist industry as it finicticins today. 

Just S3. 00 a year hring r>'l \>i><hMn paeketl i>.-nes to ageney or 

advertiser clients an<l prosix-cts yon like. So put SPONSOR on yonr 
Christmas list hecanse it's the hot possihie gift )on can send. 



Only gift snhscripti<)ns 
for advertisers or agen- 
cies are eligihie. 



Jusi fill oui the enclo>cfl cou- 
pon or give us the names and 
adHresses of those to Khom 
vouM like SPONSOR deliv- 
ered. We'll do the rest and 
bill Ton later. 



SPONSOR 

40 East •t9th Street New York 17, N Y, 

Please send a year's subscription of SPONSOR in my name to the following 



Name . 
Company 
Address 
City 



Title. 



Name , 
Company 
Address .. 
City 



State.. 



Name 
Company 

Address 

C T 



Bin me CJ 
Nime 
Address 
City 



Title 



_ Slate 



PayTncT^t ondoaed O 



Sta:a^ 
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SPONSOR 



An army of extra sensitive ears 
works at SPONSOR to keep you 
in front of the industry and 
the industry in front of you. 

SPONSOR is the listening post 
of thousands of successful 
executives all over America 
because its very publishing 
concept (of news in brief and 
observations in depth) has made 
it the most widely read, widely 
quoted and the best respected 
publication in the entire 
broadcast field. 

That's why men who plan 
their future read SPONSOR — 
at home. You should, too. 
Give it your unhurried time 
and it will give you so much 
more in return. One idea will 
pay you back a thousand fold. 

Now — for less than a penny 
a day — just $3.00 a year — 
you can have 52 issues of 
SPONSOR delivered to your 
home. Try it on this 
money back guarantee. 



SPONSOR 

40 East 49 St., New York 17, N. Y. 

I'll lake a year's subscription of SPONSOR. 
You guarantee full refund any time I'm 
not satisfied. 

NAME 

FIRM 

ADDRESS 

□ Bill me □ Bill firm 



RATING MADNESS 

{Continued jroni pu^e 35) 

expected soleK liecau>e of sample ^ize 

are known as non->ain|)iing errors, 
i'lie \ariel\ of iioii-saiii|jiiiig errors eaii 
be iiiueii more exlensi\e than most ad- 
men realize. It covers ini|jroper train- 
ing of interviewers, poorl) executed 
sample designs, badly-worded ques- 
tions, the fact that people ( I ) will un- 
coiiscioui-h change their tuning habits 
simj)ly because they are picked for a 
saiii|5le. l2l dont alwa}s remember 
what the} tuned to, (3) sometimes ex- 
aggerate or just downright lie, (4) 
nia\ refuse to cooperate with the rat- 
ing ser\ ice b} not answering (|ues- 
tions. not allowing a meter to be in- 
stalled, etc. 

Is there a way of validating the rat- 
ing methods, that is, finding some 
technifjue to measure their accuracy 
(or inaccuracy)? That's exactly what 
the ARF's Radio-tv Ratings Review 
Committee under Larry Deckinger of 
Grey is going to trj to do. Just what 
the committee plans is not known but 
it is rumored that there are proposals 
to try a number of techniques, in- 
cluding some not now in use. 

Though knowledge of some of the 
more technical facts about ratings 
would soothe the raw ner\es of radio- 
l\ buyers, there are also certain prac- 
tical pressures on admen that keep the 
program rating on a high pedestal. 
This is especially true in spot buying. 

One reason was cited by ARB's 
head Jim Seiler at the AMA luncheon. 
After noting that buyers don't make 
proper use of ratings, which he called 
a guidepost to bolster the judgment of 
buyers, Seiler pointed out that the 
bu}er often has a long list of markets 
to purchase, some of which are sur- 
\eyed only once or twice a year. Un- 
der pressure, said Seiler, the buyer 
can't follow' the rules for correct use 
of research. Consequently, he con- 
cluded, there is too nmch reliance on 
a single rating and too nmch cost-per- 
1,000 buying. 

One common pressure in the net- 
work field is the problem of impressing 
local dealers with the value of a net- 
work show. The problem here is that 
dealers are either o\ erly-influenced by 
newspaper accounts of ratings, what 
their friends say or even by the fact 
that the client oversold the show to 
them jjromotionally. 

One adman recalled that, before the 



peak (jf Ed bulli\aii's popularil}, 
Lincoln-Mercur) d(!alers would ex|jress 
disa|jpoiiilment when Sullivan was 
beaten in the ratings sweepstakes by 
the Colgate Comedy Hour. This was 
e\en true when Sullivan's audience 
was a substantial one. However, news- 
paper accounts of Sullivan being 
"beaten' by its competition made 
dealers feel the program's ability to 
sell cars was somehow' affected. 

I^ike it or not, with newspapers ped- 
dling the idea that network program- 
ing is one big ratings contest, the sub- 
ject has become the business of nearly 
ever) body. This is particularly un- 
fortunate since even some of the so- 
called explanations of what ratings are 
all about are loaded with nonsense. 

The "battle of Sunday night," con- 
sistently over-dramatized in the na- 
tion's press, is once more in the pub- 
lic e}e with the undoubted popularity 
of ABC T\'^'s Maverick. A press re- 
lease sent out by Warner Bros, pro- 
ducer of the W^estern, touted the 10 
i\o\ ember Trendex by^ stating that the 
show won a "stunning double victor\ " 
over Sullivan and Steve Allen. 

The Trendex showed that, during 
the o:00-8:30 p.m. period, when the 
three shows are on together, Maverick 
recorded a 21.9, Sullivan a 19.0 and 
Allen a 17.3. Statistically, the differ- 
ence between the Maverick and Sulli- 
van ratings is significant; that is, it 
is greater than could be accounted for 
by chance alone. To put it in more 
precise terms, the chances are 95 out 
of 100 that a difference of more than 
1.75 rating points between these two 
figures is significant. 

However, when it is considered that 
the rating spread itself (2.9 rating 
points) is not much more than the 
chance variation, the victorv is a moot 
point. The real victory, of course, is 
shown by a comparison of ABC s rat- 
ings in this time period last November 
and this. But you don't need an\ sta- 
tistics to understand that. 

Newspaper treatment of ratings was 
taken to task by Dr. Sydney Roslow of 
Pulse at the AMA luncheon. He told 
the marketing men that so long as rat- 
ings information is fed to the con- 
sumer press, there will he misunder- 
standinsr about the figures. Pulse cut 
out releasing data to the press for a 
time but. after finding that ratings 
continued to be run, anyway, resumed 
the practice. Roslow quoted a recent tv 
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JAXIE 



GIVES THANKS 

For His Many New Friends In 
National and Local Agencies. 

Basic NBC Affiliation 

Represented by 
Peters, Griffin, Woodward, Inc. 




WFGA-TV Channel 12 

W W I %m I W Jacksonville. Florida 



r W ■ I W Jacksonville, Florida 

FLORIDA'S COLORFUL STATION 



DON'T get snowed under 
an avalanche of spots 



BUFFALO 



NO DOUBLE SPOTTING 
NO TRIPLE SPOTTING 

WWOL 

More listeners per S too 

Dig out the facts and figures 
^^<2^^ NIELSEN 

e/ieeA ^puLSE 
CZ/et'/r V HOOPER 

y —/ / The 50 notionol odvertisers 
V C/i£C/\ include WWOL 

radio in their budgets ! I 




NATIONAL REPS: 

FORJOE & CO. 



WWOL 

315 MAIN STREET, BUFFALO, N.Y 



coluiiiii ill a iXew York papei which, 
he said, treated the top 15 Pul?e shows 
in language appropriate for a racing 
column. 

A perusal of some recent newspaper 
tv columns shows Roslow's complaint 
is not due to one incident. One New 
York columnist practically devoured 
the latest Trendex with a series of 
items such as the following: "Dannv 
Thomas belted '21' right in the Tren- 
dex (26 to 22.2) Mon. nite . . . 'Gun- 
smoke' shot down '\^Tiat's It For' and 
Mike Wallace with 14.4 and 10.2 re- 
spectively; good for Wallace, dreadful 
for the Hal xMarch whatzit for." The 
columnist covered the "battle of Sun- 
day night" as follows: "Sullivan Tren- 
dexed Allen and 'Maverick' mauled 
them both." 

Some newspapers have made a sin- 
cere effort to explain to puzzled read- 
ers what ratings are all about. In 
some cases, writers have made a deep 
plunge and come up handling statisti- 
cal language with a fair amount of 
fluency. However, being untrained in 
the field, writers have accepted (or 
garbled) certain statements about rat- 
ings which are questionable, to say the 
least. 

One article quotes "experts ' as say- 
ing that "the only valid rating is 
share-of-audience." Another says: 
"One basic theory among government 
figure-filberts (sic) is that any sam- 
pling of the nation is ridiculous if less 
than 40,000 people are interviewed." 

Probably the most accurate state- 
ment made in the recent rash of news- 
paper articles about the ratings was 
published last spring in a widely-cir- 
culated sheet: '"The more you study 
the various systems, the more confused 
you are likelv to become." 

The net result of the newspaper 
articles to some observers is an attack 
on the '"tyranny" of ratings combined 
with their use in just the way that 
they're attacked. 

While it is doubtful whether copy 
on ratings affects over-all viewing hab- 
its, it is- possible that audiences to in- 
dividual shows may be affected. That 
is, news about a high rating may at- 
tract even more people to view the 
show. However, the big question is 
whether the phoney excitement gen- 
erated spills over to agency men or 
advertisers. Judging by what re- 
searchers say, some of it does. The 
cure, they add, is simple: learn some- 
thing about the subject. ^ 
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ARE YOU 

HALF-COVERED 



r 1 • 



NEBRASKA'S OTHER BIG MARKET? 




Have you noticed how much the NieUers 
NCS No. 2 has expanded Lincoln-land? 



ARB SURVEY — LINCOLN-BEATRICE MARKET 
June 9-15, 1957 — 8:30-10:00 P.M. 

This sprrial ARI? Survey of the Linroln-Mralrirc market 
was made at the re(niest of an important national adver- 
tiser. It shows that in EASTEK.N' Linroln-Land alone, 
K()I,N-T\' pets more than liiico as many liricrrs ;is the 
leaihn<; Omaha station! 





Rating 


Share 


KOLN-TV 


29.5 


57.0 


Station B 


12.5 


24.2 


Station C 


9.5 


18.4 


Others 


.2 


.4 



WKZO-TV _ GRAND RAPI0S-KALAMA2OO 
WK20 RADIO— KALAMAZOO SAnLE CREEK 
WJEF RADIO— GRAND RAPIDS 
WJEF.Fw — GRAND RaPIDS KALAMAZOO 
KOLN-TV — LINCOIN. NEBRASKA 
Aifoct«t«d x'tK 

WwBD RADIO — PEORIA. ILLINOIS 



KOLX-TV (lolivcr.* Liiicolii-Laiiil. a rii-li 69-(()iiiily 
tiuirkcl coiist.-^liiif; of 2%.200' families willi 191.710* TV .^el.s. 

Tlii.-< iiiarkel is as iii(lcj)rii(l(Mil of Oiiialia as Ilarlford i? 
of I'rovidence ... or 5% racii.se i.* of Jiorliolcr. 

All surveys prove thai KOL.N-TV i.s lh(> h'x^ Lincolii-Laml 
faNorite. day and iiijilil ! 

Ask your Aver% -Kiioihd man for all the facts on KOLN-'r\ . 
the Official CHS Oiillel for 5oiilli Central \c l)raska anil 
Xorllierii KaiL^a*. 
♦See NCS No. 2 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET 

Avery-Knodel. Inc.. Kxchisive National Koprc.scntatix cs 
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A jjictunal reiieii uj local 
and natiunal industry events 



PICTURE WRAP-UP 





Prizes f"r K()l\-T\ cliildnMi'!- cfnite-t are 
toy.-> like tho^e shown liere with < 1. to r.) 
Ked Duniiiiig, Harry .Moss and Ed Leahy, 
"^pon-ored by \\ hite >atin Sugar, Newberry's 



Award made by Mr Force Ke*erve to 
\Bt."s Monitor. M ('ap*tafT. ~ho\v'-. exer 
produter receive^ scroll from Tedi Tlitirman, 
"Miss Air Force Reserve of New ^"ork City*' 




0-O-oh NurSG ho says you can't take it with you? KFAlVs Top Hit Parade d.j. John- 
ny CarviT just took the studio with him when he was hospitalized at ^t. Joseph's in Omaha 

Mad Hatter d.j. Fiuan of KYW, Cleve- 

land, a»»iunes the dutie-^ of "Lord of the 
Leaves" for a Tetley Tea jingle contest 
presently being conducted on the station 




50th year of Klau-\an IMetersom-Dunlap 
is celebrated by agency tv/radio dir. R. R. 
Long 'second from r. ) with Vk'IS.X execu- 
tives (1. to r.) (Jarl Ziuuneriuan. George 
Inghram. Jack Soell, and Richard Shireman 



RAB president Kevin Sweeny is present- 
ed with pla(iue of trade pre-* ad created 
by \^ MT, Cedar Rai)i(l-.. Pre-^entation is 
made by -tation'- -.ales mgr. \ an .Nostrand 





Texas Tower! -a 1531-foot tower being built near San \ntonio for tv an- 
tennae of KLNS-T\ and \\ 0A1-T\ . Shown here are (1. to r.) James .^L Gaines, 
pres. and gen. mgr. of \\0.\l-T\', KENS-TX gen. mgr. .\l Johnson, and Hugh 
A. L. Half?, Jr., climn. of bd. and Charles Jeflfer-, dir. of engineering at Vt O.M 
^ " Vj-*=^-wr f _ • — -r — 'sv ■ ■ / I 1 ' ^ j: ~i 




News and Idea 
WRAP-UP 



ADVERTISERS 

liisiiraiu'*' ( !oiii|»iiii\ of iNorlli 
/ViiK'ric;! (!«nii|»aiii«'!< ^^ill .s|»«)ii.n»r 
IJiii"; (."r«»,il)V i«»r llic third «'«his<m'ii- 
I'lM' year on (IBS Kadio ('lirisliiuis 
Kw. 

Tlic projiram will he carrird also I)V 
tlic Caiuidian Hroadcastiiin System. In 
the Vrmed Forces Kadio Soi-viee and 
the \ oice of Ainevica. 

Iloultigaiil IN'ifiiiiH's' fipMt hiiy on 
Iv: A I,'?-\\eek eolor series on (lower 
arranjiinfi in JM cities, bejiiiinini; 9 
Marcli. riie series, orijiinalcd for 
I louhifraut by Kllin<zton & Co.. goes 
spot in Canada also. 

Aslilaiid Oil is spending a record 
Innlget in tv. radio, and newspapers 
to lanncli its "A-PIus. " newest of super 
gasolines. The campaign also in\ol\es 
afiiliates, Aetna Oil. Lonisviiie, Ky.. 
and Frontier Oil Hefining. Buffalo. 

I'l-odiui itroiiiolioii : .NalioiKiI His- 

Co. is olTering replica^ of Lionel 
(trains I •'Hall of Fame" locomotise 
series as divider car(l> in their Nabisco 
Shredded Wheat cereal boxes. The 
cards combine to form four dimension- 
al models of trains. 

I'copic with iic\> jobs: (]. J. Ga|)|>. 

advertising product manager for Gen- 
eral Mills. Minneapolis . . . Hobert >I. 
Sl«'v«Mi!<, adscrtising manager for 
Zenith Kadio Corp. . . . Keinictli 
K«'ller. assistant \ ice president and 
director of sales promotion for IMiar- 
macenticals, Inc. . . . .Micluu'i J. 
Jackson, assistant adsertising man- 
ager for The Meimen Co.. Morris- 
ton. N. J. . . . John II. .Malliis. to the 
board of directors of Lanolin Pins. 
Chicago. 

AGENCIES 

Not f\ fvyhody on N. Vi . .\y«M-\s 
liniehuyinji siatT will be niov«Ml to 
llic aii«'ncy".s Pliihidelphia Iiead- 
qnartcrs. 

George McCov will remain in the 



iNcw \ orlv oliicc to deal with rep- di- 
recti) for <'niergencie-, and general 
relationships. 

The actual bn\iiig will be done l)\ 
phone from IMiilad('l[>hia. 

roiii McDermott who supers i-cd air 
media as well as heading up t\ -radio 
piodnction, al-o .-ta\s in \ew ^ ork. 

iNew agcMK'if's : Ad\ ciiising. In*-., 

is Hirmiiighani. Ala.'s newest acKerti-- 
ing and p.r. firm. 

Frank J. S«'go. fornierK of Parker 
& Associates. Hirmingliam. is foimder 
of the venture with the title of pre>ii- 
deiit and trea-^nrer. 

Vos ("o. ha> entered the ranks 
of ?Scw ^ ork ageneie>^. Traiik \ os. 
formerl\ of Kleppner Co., is the 
fouuiler. Charter clients iiiclutle three 
disisioiis of Donbleday & Co. 

Koberl Gocn, for 10 years in ad- 
vertising and media research at Mc- 



C: 



iinn-Krickson, is now the agenc\"s 
associate research director for media 
under J)r. Herta Iler/.og. 

And now llwy'r*' v.p.'s: Irving 
Smith Kogan. p.r. director ami v. p. 
for Hicks & Greist . . . S«'oll Keek. 

\ .p. for iSecdham. Loni- & Hrorb\. | 
Chicago. 

N«'\v Fac«'> oi> the Job: Ki('li:ird II. 
I)<'|»e\v. radio-t\ account e\eenti\e at 
Cuimingham ijl W alsh . . . Williani J. 
('nller. merchandising director of 
western operations for Foote. Cone & 
IJelding. Chicago. Cutter's liead(|nar- 
t("rs will be San Franci-co . . . Lau- 
r«'n<'«' C. Slark. to the marketing 
stalT of Ilonig-Cooper. S. F. . . . Frank 
d oling, manager of the t\ show pub- 
licit) <lepartment (jf General Public 
Relations. Henton & IJowIe- subsidiary . 
. . . Frank Fiiclis. Jr.. St. Louis, as- 
sistant marketing director for Gar<l- 
ner Adsertising. St. Loni-. 

Ag«Mi«')" a|>|>oiiilnienls : S. F. Zn- 
brow ('o.. Philadelphia, for Penn- ' 
brook .Milk Co HHDO. Toronto. 

for Fasle Pencil Co. of Canatla . . . 




GEE) I'm going to 
try that candy!" 

('otnincrciai- on \\r,\-'i\ iiave 
M wav of >.'ellin^ re-nil- iK'can-e 
progranntiing keep- 
folk- wide-awake, inlere-led 
ami itfildiiiif:. For proof. i<-t our 
-peri;iii-l- fill \ on in '>ii -onie -ur- 
|)ri-ii)g rj-c in-lorie- 

aiid lii-rn-- vonr -.ile- iirobicni-. 

Put "GEE!" in your Chicago sales 




\ vc Cc " 'O 

the \l -4r/ON /hj/ bftongi on fifry jJi fritter't titt 
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CHANNEL 4-SIGHT 




You don'f have fo be a Sher- 
lock, nor do you need a glass 
fo magnify the resultant effect 
of the use of Channel 4 in the 
great Golden Spread. 

More than 100,000 TV sets in 
a vastly healthy and wealthy 
market. 



Power: Visual 
Aural 



100 kw 
50 kw 



Antenna Height 833 feet 
above the ground 



OKLAHOMA 




KGNC-TV 

CHANNEL 4 



CONTACT ""^ 
ANY 

KATZ MAN 



AMARILLO, 
TEXAS 



Alliiiitic A(h crtis-iiifi for State-Wide 
Iiisuranre Coinpaii) , autoinoti\ e and 
truck iiii^uraiKe . . . Mc(>:inn-Erifk' 
rtoii for A\is Keiit-a-Car System . . . 
McCiiiiii-Krickfioii, L.A., for Marine- 
land of I lie I'acifio . . . Gcrth-l'acifie 
A<lv('i-ti*'ing, S.F., for Monterey 
('lieese Co. . . . Wei.ss & Geller, for 
Mulual Broadcasting S\steni, N.Y. The 
net plans an aggressive trade and con- 
sumer campaign . . . Cole Fischer 
Kojrow, Beverly Hills, for Good Hu- 
mor Company and Curries Tee Cream 
and Cand) Slores. Saturation radio 
and television will he used . . . Wex- 
ton Co., for Transcontinental Tele\ i- 
sion Corp. 

Account retirements: Carl S. 
Brown Co. has resigned the Halo 
Shampoo and Vel Beauty Bar por- 
tions of the Colgate-Pahnohve ac- 
count. Reason: Frustrations. Had to 
wait around too often and too much 
for a decision. 

Personnel news: Kenneth Snyder 

of Needham, Lonis & Brorhy, has 
heen named Chicago's advertising 
! copywriter of the year. His five tv 
commercials scored highest in compe- 
tition with 150 other entrants. 

John Peace, v.p. and director of 
William Esty, will chair a newly 
formed operating committee for the 
company. 

James Kayen, account executive 
for Ted Bates . . . Clark Leavitt, re- 
search supervisor for Leo Burnett . . . 
Leon Michel, copywriter, and John 
Finnie, assistant account executive 
for Wi Ison. Haight & Grover, N.Y. 

i\ew top line-up at EWR&K : Chi- 
cago office changes resulting from the 
merger are Roswell W. JMetzger, 
chairman of the executive connnittee: 
Haakon B. Groseth and Lorry R. 
Northrup, executive v.p.'s: Jack E. 
Fleiseh, Kenneth D. Stewart and 
William D. Watson, senior v.p.'s. 

Other v.p.'s include Fred V^'^aehtev, 
general manager; Allen C. Bishop, 
Waldo Gnndhu h, Gerald V. Kelle- 
her and IFerhert Lund, account 
executi\es; Holly Shi\ely; George 
Anderson, director of radio-tv: Al 
Callies. director of marketing; Frank 
Clieesenian, art director: George 
Drake, chairman of the creative com- 
mittee: and John Gw\ nn. director of 
media. 



NETWORKS 

ABM's Rohert Eastman, speaking 
on radio hefore the Puhlie Rela- 
tions Society of America, came up 
with his predictions ahout the fu- 
ture growth of the medium: 

• Sets in use will increase from 
137 million in 1956 to 170 million by 
1960. 

• Programing technicjues will im- 
prove. 

• A more creative interpretation 
and selling of the medium will come 
about. 

• Badio, in fue years, will build to 
a hillion-dollar industrv. 

• Public relations will utilize the 
mass appeal advantage of radio. The 
direct approach, including jingles, can 
counteract the stuffiness usually con- 
nected with p.r. 

Tlie Boh Hope Show over iNBC, 
24 Noveniher, cancelled hy Timex 
hecause of Hope's appearance on 
a Bulova show, has been picked 
up hy Plymouth. 

Plymouth is adding Hope to its al- 
ready hea\'y net buys: Lawrence 
Welk's Top Tunes and New Talent 




Let's try that 



toothpaste!" 

Commercials on WGN-TV have 
a way of getting results — because 
W GN-TV programming keeps 
folks wide-awake, interested — 
and H atching. For proof. let our 
specialists fill you in on some sur- 
prising X'i'GN-TV case histories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

wt WGN-TV 



Channels 
Chicago 
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You Can't Sell Em if You Don't Reach 'Em 

and WJAR-TV Reaches More Of Em 
in The Providence Market 

/ 
/ 

SUMMARY DATA* / 



CALL 


TELEVISION 


MONTHLY 


WEEKLY 


LETTERS 


HOMES 


COVERAGE 


COVERAGE 


WJAR-TV 


1J86,410 


593,890 


539,130 


STATION B 


706,140 


448,390 


430,370 



/ 




SrO.NSOR 
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CHANNEL 



A 



Channel 7 rolls up its sleeves 
behind solid programming and 
digs in on merchandising and 
product promotion that really 
pays off. Give your marketing 
or distribution problems the 
Channel 7 solution— enthusiastic 
cooperation from folks who know 
firsthand just what makes this 
unique Miami market tick. 
WCKT's plus services deliver a 
promotional punch that gets 
you greater returns per TV 
dollar day after day. 

Try WCKT now and discover why 
Channel 7 makes TV a better 
buy than meets the eye! 

WCKT 



CHANNEL 



i 



MIAMI, FLORIDA 



( \HCl. Date It nil the Arigrh ( \HCl. 
and (Climax (CUSj (nice a month. 

Nulioiijil A.ss«K'i;ili(»n for lictlcr 
<li<t aii«l isioii can sheh e its 

fear.-, <(»ntain<'rl in a newsletter ^OS. 
about Ca|)ta!n Kangaroo coinin<i ofT 
CKS. 

Tlie net has <riven the kiddie show 
another re|)rie\e. 

Kudos: Art Liiiklctlcr ha> been 
awarrled an '"outstandinf: ser\'ire'" 
|)la<|ue b\ the nation s school teachers. 
He ser\ed as radio and teIe\'ision chair- 
man for American Education Week. 
10-10 No\ ember. 

I{i('liar(l C. Ilottclct, newsman on 
The CHS Morning Xeic.s, has recei\'e(I 
Hrookl) n (College's Award of Honor 
for his '"contributions and achieve- 
ments as chronicler, through radio and 
tv, on hi'^toric e\ents in world his- 
tory." 

Ground hevn broken for CIJS 
Laboratories' new million dollar 
researeli renter in Stamford. Conn. 

Occu])anc\ is planned for summer of 
1958. 

iSetwork buys: Hexall will follow 
Pinorchio with a second t\' special. 
Hansel and Cretel. to appear in the 
spriii": o\ er iNBC-T\ . 

Double spreads in Sunda) supple- 
ments uill ap|)ear on the same day of 
the show. Kexall reports this one-two 
|)uncb terhnicjue was used with Pin- 
occliio and resulted in the greatest 
one-cent sale success in 40 \ ears. 



Lentlierie has holstere 
nias promotion \s'\\\\ 
hnys into net>vork tv 
selied ule : 

Program 
Dick and the Duchess 
Oh. Susanna! 
W bat s M> Line? 
Dick and the Duchess 
Oh, ."^nsanna! 
What's My Line? 
\\hat"s Line? 



(I its Clirist- 
a s|)ate of 
slio>\s. The 

Date 

.30 November 
30 Xo\ eniber 
8 December 
14- December 
14- December 
L5 December 
22 December 



Ali.N >vill demonstrate its ne>v pro- 
<:raniin<r eonee|)t to affiliates and 
a(t>ertiser and ajreney exeentives 
at iN.V.'s Hotel Plaza on 26 No- 
> end»er. 

TTie |)resentation will jjoint up the 
difTerence between ABX's new '"ambi- 
acti\e. iimltiaccess programing" and 



programing a> currently |)re>ented on 
other networks. WU'I H"s Hal Fel- 
lows will introduce the session. 



IFere is how 'I'rendex rated the first 
10 for the weelc 1-7 No\ ember: 



2. 
.3. 
4. 
.3. 

6. 

7. 

f) 

o. 

9. 
10. 



Pl{OGKAM 

Lucille Hall (CH.Si 
Jerry Lewis ( \HCl 



1' 



err\ 



>oni<) 



ABCi 



Gunsmoke (CB.Sl 
\V\att Earj) (ABC) 
Wells Fargo (NBCi 
Jack Bemiy ( CB.S I 

Person to Person (CB.S) 27.9 

Danny Tbonias iCBSj 27.3 

What's .M\ Line (CBS) 27.2 



RATING 
10.2 

34.3 
32.7 
32.3 
29.2 
28.9 
28.6 



iSen affiliate: WHIIM. Memphis, 

joins ABN as an affiliate on 24 \o- 
\ ember. The station is owned b\ Mid- 
South Broadcasting Corporation. 

i\ew on MBS radio: (»ay Pauley, 

women's news editor for Lnited Press, 
is now a radio broadcaster for Mu- 
tual. She is heard weekday mornings 
from 11 to 11:0.5 a.m.. NYT. and be- 
ginning 7 Dec. on Saturdays and Sun- 
days from 3 to 3:05 |).m.. NYT. 




GEE[ Look at that 
outboard motor!" 

Commercials on \^'G\-T\ have 
a wav of getting results— l)ccause 
WGX-TV programming keeps 
folks wide-awake, intere-tcd — 
and unlching. For proof, let our 
sj)eciali*ts fill you in on some sur- 
prising GN-TV ease Instorie^^ 
and discuj-s your sales prohlems. 



Put "GEE!" in your Chicago sales 

" WGN-TV 



Channels 
Chlcieo 
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'Hey, Laddie! 
ir Ye Ken 

iji K'l 'i ochester? 
ms Where Tli' 



20 



Farthings 
Farthest 



55 



^ <*s. voii (loiTt liavc to 1 




man to s<*o that Cliaiuu'l 10. \s \\\\ an a> rra<j:<' sliarr-ol- 
aii<lieiic<* ill H<)clu'st<*r of i"* tlir l>l(i HI ^ I 

Chaiiiu'I 10 il«*ts thr lion's sharr of tin* l{o<*ln'strr > i<'>\ rr- 
M ornirius^ Aftvrjioons <in<l E renin us— ciivvio 13 of ihc 
top 16 |)ro<;ranis Koclu'strrians prrfrr I — I f >ou Awmt tl 
<*><*s an<l rars of Ko<'ln*strr. I>u>' on thr ""l)i«i Trn 



nun 



1 



ROCHESTER, N. Y. 



NAT'L REPRESENTATIVES 
THE BOLLING CO., INC. 
EVERETT McKINNEY 




GEE I What a 
modern'sofa!" 

Conimerrials on \\'CN-TV have 
a way of fuelling rcsulls liorause 
WGN-TV' prograininiiifi keeps 
folks uido-awake, iiiloreslcd — 
and u ntrhing. For proof, let our 
specialists fill you in on some sur- 
prising \\'(JN-TV ease Iiislories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

WGN-TV 



with 



Channels 
Chicago 



r 



ON THE AIR 



1 



DEC. 7 



th 






AMARILLO, TEXAS 

Venard, Rintoul 
and McConnell, Inc. 

Clarke Brown Co. 



New iirt iippoiiiliiifiitf) : Joe Ryan, 

manager of business and trade pub- 
licity for ?sBC Press Departnieiit . . . 
Charles Mamio, assistant national 
program director for AB\. 

ASSOCIATIONS 

NARTB's Television Code Review 
Boar«I says it is against llie un- 
supervised experimentation witli 
suhliniinal pereeption teelniiques 
by l)roa«leasters. 

After reviewing de\ elopnients in 
subliminal perception at its recent 
three-day convention, the Board rec- 
ommended to code subscribers that 
they refer to the board any proposals 
to use any process called subliminal 
perception. 

Another board action was directed 
toward horror and shock fdm pack- 
ages now on the market. The board 
pointed to sections of the Tele^'^sio^ 
Code admonishing against ''the use of 
horror for its own sake" in tv pro- 
duction. 



The AFA has joined in the slorui 
of protest aroused by BaUiniore's 
new tax levy on advertising. 

The AFA's Board of Directors have 
declared this to be "an ill-advised ac- 
tion which, by the precedent set, can 
endanger the economy of the entire 
nation." 

"An) thing that tends to discourage 
advertising can kill all kinds of jobs 
in all kinds of fields, ' said Robert 
Feemster. AFA chairman. "It can de- 
prive the public of the benefits derived 
from mass production — -the basis of 
our nation's economy. ' (See News- 
maker of the Week, 16 \ov. sponsor 
p. 4.) 

The National Industrial Advertis- 
ers Associalloii is strongly urging 
all unaudited trade pidiliealions to 
join an independent audit organ- 
ization imniediatelj'. 

In a pamphlet representing i^everal 
years' study of the problem presented 
by unaudited business publications, the 
NIAA points the way whereby all trade 
books can be audited and tactics 
which ad^■ertisers and agencies can use 
to put teeth into the demand for 
audits. 

NARTB memhers have voted over- 
whelmingly to j;dopt the organi- 



zation's former name, National 
Association of Broadcasters. 

The ballot count: 1.227 for the new 
name; 3.5 opposed. 

Broadeast Pioneers is the new name 
chosen by The Radio Pioneers. 

It's the third name change for the 
''Twenty-Year Club," set up 14 years 
ago for broadcasting's pioneers. The 
change, members feel, is in line with 
XARTB's name switch back to NAB. 



Meetings: First national conven- 
tion of the Sales Promotion Exec- 
utives has been set for 30 April- 
2 Mav. 1958 at the Roosevelt Hotel in 
New York. 

Sundry activities: Larry Lowen- 
stein, CBS director of press informa- 
tion, will chair with Ed Sullivan the 
public relations committee of the acad- 
emy of television arts and sciences' 
New York chapter. 

As co-chairmen thev'll supen'ise the 
promotion of the 1957 EMMY Awards. 

John P. Cunningham. Cunning- 
ham &• Walsh prexy, joins the board 
and executive committee of the AFA. 

Len Hornshy will be grocery 
products manager for RAB. beginning 
9 December. He'll head a group of 
national account executives with this 
objective: Sell the idea of radio ad- 
vertising to the food industry. 

Jack E. Krueger, of \^TM.T. Mil- 
waukee, has been elected the Radio 
Television Ne^\s Directors Associa- 
tion's new president at their Miami 
con^ention. He succeeds Ted Koop. 
of CBS, in the post. 

COIVIIVIERCIALS 

An end to jingle eoniniereials? 
Never, is the opinion of Howard 
Plummer. bit-songwriter and one of 
the country's leading jingle creators. 

But he does believe that the mirs- 
ery-rliynie jingle is definitely on the 
way out. Major advertisers, he fig- 
ures, must have musical spots better 
able to lend stature and ^\hich are up- 
to-date ^\"ith the trends in pop music. 

Ir\Tng Berlin's music, for the first 
time in tv, is going to he used in 
a eomniereial. 

The occasion will be Pontiac's "An- 
nie Get Your Gun" spectacular on 
NBC, 27 November. Music for the 
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coiimicrciaU is from the *' \iinic" ■•core; 
imd is iiitc'^ratcd with the ^liow. Tlit; 
coiiiimTciiils lire liciiijj written l»y 
.Mc.Maiiiis, John & A<hlnl•^' creative 
St a IT. 

(!lio«k-Kiill ()' iNiil.H luis «'ii(UmI its 
<lis|)iit<> %villi the Ko<'k«'t«'ll«'rs (>%«•!• 
iisr of llic Kock('f«'ll«'r iiuiiu' in its 
siiijiiii^ <'()iiiiiu'i-<'iiilH. 

The word "iiiillionaive'* is hein^ .-nh- 
stitutcd for "Uocki'feller. ' 

A lU'M l«M liiii(|iM' iisiiiij; slrol)os<'<)|)- 
ie .HfcMirs ill iiiotioii film roiiiiiKT- 
riiils lias (l<'% <'l<)|)<'<l hy ^Vrco 

Film I'rodiietioiis in tlu'ir Paris 
studio. 

It in\ol\<'s the use of >ix btroho- 
scopic ranieras to fdni the faster-than- 
eyc motion of children at play. What 
ij. new is the use of the strohoscopie 
techni(|ne for motion ^hots rather than 
stills. 

The first strohoscopie conunercial 
has heen conceived by Y&K for John- 
son's Band Aids. Hic GO-sccond spot 
is appearinjr on Robinlwod over CBS. 

(See 20 July spo.nsoh for Connner- 
eials with the "Continental touch.") 

New <*onini<'rcial post: James .Mura- 
kami, former UBA animator, now ani- 
mator and desi<;ner for Pintoff-Law- 
renee I'roductions, New ^ ork. 

FILM 

IMhits are as ossentiid t<i film men 
as to lulvorlijiersi. :ifc<)r<lin<: to Ziv 
president John Sinn. 

Commentinj; on the theme of why 
|)ilots are necessar\ . Sinn noted: 

• A pilot is e>sential as a creative 
tool as well as a sales tool. 

• The creative results of a giood 
pilot is a pood series. 

• The first film the jirospective buy- 
er sees must be truly representati\ e of 
the entire series. 

At present Ziv has 10 projected ?e- 
ries that are in the pre-pilot planning 
stage. 

AAP has set up a subsidiary. As- 
soeialed Artists Enterprises. Ine.. 
to issue merelian<lise lieenses and 
exploit Popr^ye and other properties. 

Paul Kwartin. executive vice presi- 
dent, heads up the new company . 
Kwartin offers local stations a t\' mer- 
chandising plan of "program-promo- 
tion-w ith-profit." Iliis means that anv 



station N\itli optinnun participation in 
the I'ojirM- merchandising promotion 
ma\ recoup part of its film in\cstmcnl 
during the terms of the contract. 

\ roster of some fifty mannfactniers 
of to\s and no\(dtie- arc licen-ed to 
AAK for television exposnic. \\\. 
pro\ ides promotional aid to tlie>-c 
niannfnctnrers through in-More tic-iii>. 
in collaboration with local tv stations. 

People in the ^«ew^: Tony Ki/./,o, 
niidwest program packager. appointe(l 
sales repre.sentati\ (• for (Inild Films 
. . . Karl \oii Soliallern. formerU 
MCA niidsNcst sales rep. has joined 
(hoss-Krasiie's sales stall . . . John 
('ooper named managing editor of 
(>RS \ewsfilni . . . Kohert iNewgard 
joined Screen (Penis' sides staff. 

RADIO STATIONS 

WCCO, .Alinneapolis-Sl. Panl, has 
its own %er.sion uf "snhlini inal 
pereeplion."' I 

'Ihc station describes the technique 
as airing ''Phantom Spots which sit on 
top of music" and "e\en slide into 
pauses of dialogue. ' 

These "(|uick phrases" are used to 
promote audience tunc-ia and support 
public service campaigns. In fact, says 
tlie station, the\ "flow so tpiickl\ from 
the radio set that you almost don't 
hear them." 

Larry llaeg. WCCO g.m., further 
describes the technic|ue thuslv: 

"The\ I the phantom spots I include 
the principle of repetition, to increase 
penetration: added recall, as a stimu- 
lus to retentivenes-; and a variety of 
sound, to gain entry without aniioy- 
a nee. 

How the ''subconscious commnnica- 
tion" was first used: Following the 
late 13 Xo\end)er news broadcast and 
many of the shows during that day an- 
nouncers snapped out the P.S. phrase: 
"Hear Ike Tonight!" 

Two Uni\crsity of Minnesota psy- 
ehologists are studying the phantom 
spots as consultants to the station. 

Pnhlie service at WDOK. Cle%e- 
land: Cooperating with the police in 
alle\ iating trafTic tie-ups. 

It works this way: Wlien an\ traf- 
fic officer is faced with a particularly 
bad traffic snarl, he calls \\ 1)0K and 
suggests other routes motorists should 
take to avoid the tied-np area. The 
station airs the bulletins inunediateh . 



(f;^) WARNER BROS. 
FtATURES ARE 
PREFERRED tU 



SALT LAKE CITY 
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D)s<ribu<or% for Attocfled Arti%t% 
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GEE| That's the 
coffee for me!" 

Cnmmcreial> on W CN-T\ have 
a wav of pcttiiif; results- l)ec-aiise 
\\ CX-'l'V propramiiiiiiu keeps 
folks wide-awake, intcresteil — 
and H atching. For i)roof. let our 
^l)ecialists fill }ou in on some sur- 
prising W'GN-TV case histories 
and (lisen>s yonr sales i)rol)leins. 

Put "GEE!" in your Chicago sales 



with 



WGN-TV 



Channels 
Chicago 



and still growing 



• Survey ofter Survey of 14 
counties indicotes Uncontested 
Dominonce of Northern Illinois- 
Southern Wisconsin orea by 
WREX-TV. 

• Combined rurol ond industrial 
following . . . ideol for test 
corrpoigns. 




\\ c.-tiiijiliDiiM' radio htatioii!? start 
a J3->>t'('k scrit's of piiMic st'r^ it't* 
|)ro<;rmii!? dcaliiifi >vitli the oiiio- 
tioiial liraltli of tlit* family. 

'I'he |)rograiii is available to iioti- 
coniiiiercial statioii> and is being done 
in coojieration with the American 
Medicnl \\ omen's Association. 

An Aiiieriean .satellite (irj^t: 
\V(^.A.'M. -Miami, has <ione on the air 
with the sound of the first American 
satellite, scheduled to he fired in the 
future. 

Stations W IIB, Kansas Cit} ; W DGY, 
Minneapolis, and WTIX. New Or- 
leans, have also carried the sound as 
a jjuhlic interest feature. 



A II n i V e r s a r y : Wesitinglioiise " 
WIM) and Ciiieago's Dally News, 
on 14 ?Vo\end)er celebrated the 
twelfth \ear of their joint hourly 
newscasts. The same da\ marked the 
Xew^-\Y1M) partnership's 1()<).000 
broadcast. 

.Merger: XEG31, Tijuana, and 
KALI, Pasadena, have combined 
their facilities to form an international 
merger. 

"The move,"' sa\s Tele-Broadcaster 
president H. Scott Killgore. "marks a 
new era of commercial and cultural 
radio rapprochement between Mexico 
and r.S." The stations will reach a 
Spanish radio audience of 1 million. 

Ne>v afiiliates: WMBK, Greenville. 

has joined CBS Radio as a secondar} 
afFdiate, replacing WQOK as the net's 
Greenville affiliate. 

WZOK, Jacksonville, Mill affiliate 
25 November with ABX. The station, 
sold recenth to Radio J ax. w as fornier- 
h WJHP. ' 

Power alloeations: KCIiQ. San 
Diego, has had its jiower upjied from 
5.000 to 50.000 watts, the highest pow- 
er permitted by the FCC . . . Vi'ESO. 
Sontlihridge-Wehirter. 31ass.. has 
doubled its power to 1.000 watt-, non- 
directional, giving it one of the l)est 



da\tinie sisnals in 



New Elngland. 



Faces in new ])Iaces: Peter An- 
thony .MeJMalioii. director of sale:^ 
for KSDO. San Diego . . . Jack 
C.rowner, farm editor and assistant 
farm director for WAX E AM-TV. 



Louis\ille . . . Jack Wallace, assist- 
ant station manager for KWBY, Colo- 
rado Springs . . . Shirley Kousselle, 
director of iironiotioii for WMBR, 
Jackson\ ille . . . Fran Boolon, news 
director of W'LBK, DeKalb, III. . . . 
Frank Swan, C. M. Hauser, and 
Hay Bohannan. account executives 
for KCMS, Sacramento . . . Garry 
Robert Qninn, account executive for 
WWDC-FM, Washington . . . Rohert 
J. Iloth, general manager and v. p. of 
KAKC, Tulsa . . . Steve SchafTer, ac- 
count executive for KRHM, L. A. 
. . . John M. McKeon, director of 
advertising and promotion at WMGM, 
New- York . . . Bill J. Scharton, gen- 
eral manager of KlOA, Des Moines. 



TV STATIONS 

Members of the FCC and staff 
took a junket this week to WWLP- 
TV, Springfield. Mass., to see how 
an all-sided UHFer serves its mar- 
ket. 

The show-around included a visit 
to the station s satellite at Greenfield, 
Mass., and to its translator setup in 
Clairmount. X\ H. 




KSON 

SAN DIEGO, CALIF. 

S££.,.FORJOE & CO., Inc. 
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WREX-TV 

sales power! 



WREX-TV — 'The Viewers' Choice" 
DELIVERS your message to the buyers 
in this rich industrial aad agricultural 
maricet. 

The consistent high qualitv in produc- 
tion, promotion and meratandising of 
both spots and promms has earned 
many major awards for WREX-TV this 
year) For the best medium to reach this 
Rockford area maricet consult H-R for 
the WREX-TV story. 

J. M. lAISCH, Central Manager 
REPRESENTED BY H-R TELEVISION, INC. 

CHANNEL 13 

. ^ (Si 



I.:iNvi<iii<- II. Uoji.i^, WSAZTV, 
lluuliii<{l(»n, NN'. N'li., lias prolrsliMl 
to 2'.i Sciialdi-H ami (](mjir»'.>«siin'ii 
ill his slalioiTs area aj;aiiisl lln' 
I''(](rs |ir()|M>s<'il pay Iv lest. 

He oITcred lo pro\ iil(' llic (!()iij;it'->- 
iiieii willi iiuili'iiriN Mipporliiij; llic ifc- 
(ird of free l\ . Tlii-^ (lal>-i, Koiicr sii^- 
5Il•^l(•ll. could l>f >id)millcd to llu; 
lloiisi? I iiti'i>lale and K(>rfi|;n Coiii- 
mt'rcc Coimiiilleo, al)i)iil lo Ix'iiiii licai- 
iiifis on |)a) Iv iiihIlt llic rt'cciil F("C 
aiilliori/alioii. 

John S. Ihiyrs, W TOI*, W asliiiijiloii, 
lias |)r()|)().-*t'd lo l'r('-;ideiil Kiseidiowcr 
llial llu- I'.S. salcllilc he iiaiued "'rhc 
Frordoin Sphrrc." 

This iKiiiu'. he reas()ii>. '"Irid) rep- 
ic'seiils ihe American spirit l\ pitied in 
our free(him of inipiiry, freedom of 
expression, and freedom of action — 
wliich will hring abonl the \er\ crea- 
tion of the >atcllite." 

W'BTV, (>hai'h)tle, has oiderrd ii 
(•oh)r vi(hM> tape r<'e<ir<h'r from 
KCfV ami says it will he the first 
iv slalion in the roiinlry to use 
the new e<iiiipiiu*iit. 

Tlie coh)r \ ideo tape reeorder. as 
devised and built by RCA. can record 
both color and black and white pro- 
grams for playback without loss of 
sound or picture quality. 

i\BC TV will first use the etpiip- 
menl next April. Charles 11. Crutch- 
field. \VBT\ execuli\e v. p.. added that 
IVBC would receive the first six re- 
corders from RCA and \\'BT\' ha> 
been allocated the seventh. The sta- 
tion plans to have the recorder, priced 
at over SIOO.OOO. in operation b\ Sep- 
tember. 



Aiidienee l)iiil«!in<; sluiits as re- 
ported lo W rap-up this week: 

• WKCV, riiihulelphia. and Bos- 
cul CofTee staged a baby contest to 
celebrate the station's call letter? 
(10601. I)iril\te baby cups were 
given to the ten babies born 10 No- 
\cmber closest lo 11:00 p.m.. (which 
is tantamoiml to the station s place 
on the dial. 1060). 

• Vi'HAL TV. Hallimore. to en- 
courage \iewers to watch the new fall 
program line-np. conducted a Word- 
A-\'ision contest. \'iewers had to 
watch the station to fill in the blanks 
of the vertical cross-word. 

More than 20.000 Haltinioreans 
began placing the game, the station 



(•■<lini:il(-<, in order to contend fm the 
top pri/c--, l!C \ \ iciur cidur t\ si-i'^ 
eind portables. 

• NN HAL Kadio. Italliiiiorc, 1m^ 
it> d.j. Jim West, oiferin^ hi? -ciNiccs- 
for-a-da\ lo ■.onie lnck\ housewife. 
Ihe ladies scud in post cjrds with 
their llionjibis on "W h\ radio is m^ 
constant companion . . 

• K'ri{.*>-'rN'. Slirc\ cporl. nseil 
this melhod to increase slalion inne in, 
which llie\ sa\ can be applied ;ni\- 
where: 'I lie\ in\ iled people lo snh- 
mil photographs of lliemsehes, gi\iiif^ 
on the back their luinies and fjnorite 
programs. 

I he slalion broadcasts the pi( s 
10 second IDs with the cunnnent 
".Mrs. Jane Doe sa)s her fn\orite Chan- 
nel 3 program is the .^te\e \llen 
show . . . " Ihe proniolion brought in 
a flood of calls from people who won- 
dered when their pictures would be 
show n. 

Kudos: WCAU A.M-TV, riiiladcl- 
phia and W'CKT. .Miami, are the re- 
cipients of the Radi()-Tele\ ision iNews 
Directors Association "'Di-tinguished 
Achievement" awards for outstanding 
news stories. 

The award marks the second time 
station W CAl has been so honored. 
WCKT earned the award for its 
'"Whispered Menace" film, a stud\ of 
the sex ofTender problem. 

People on the move: Kicliard I). 

Cross, manager of programing for 
\\"DSL-T\, New Orleans^. . .J. Kejii- 
nald Miller, national ^alcs manager 
for KOMO. Seattle . . . Sliann .Mur- 
phy, national sales manager for 
KfVI. St. Louis . . . Slerlinj: Zini- 
ineriuau. general sales manager for 
KLFY-T\. Lafa\ette, La. . . . (Charles 
E. Hinds, program director for 
WXLX. .Milwaukee . . . Keniielli K. 
Cheruin. promotion director for ihe 
radio-tele\ ision di\ ision of Triangle 
Publications, Philadelphia. 

RESEARCH 

'IMi reports the results of its spe- 
cial study on Iio\\ the eoininerrials 
of a single television .show aiTrrl 
\ iewers. 

The show : the Ldsel special Cro-b\- 
Sinatra program of 13 October. 

Research showed that a single tv 
program can iH ineiease consumer 



know li'dgi- of ibi- pi udm I .md t2l ere. 
ale a fa\oialile allilndi- Inward the 
priiihii t. 

f,)nalil.ili\ I- l{r»iMrch. Inc.. lairird 
oni iIic for I n B. 1 niri \ icw ing 

was done ill rlc\cii ni.iiki-l- and wa- 
cairied un jn-l ln-foic and after tin 
program went on llie air. 

.'^nnic of the liiidings: 

• 0\er three limes i)., nian\ \ iew ■ 
i-rs a- noii-\ iew crs spi,iil;iiieonsi\ inrn- 
li(jni*d ihe l!d-r| s push button trans- 
mission a fi'atnre of the commercial. 

• Where a featiiie was spn i(i(;dl\ 
poiiili-d oul, .')';. I 'f of \ iewers ((iidd 
gi\i' correct in fornial i((n about il a- 
coinpared with '2\ '< of non-\ ii*w ers. 

• l'a\orable reactions to the ea i 
were iiunle b\ 67.!!'/ of program \ iew- 
ers, in conirast with 39.1''? of non- 
\ iew ers. 

T\ B - Norman (."a-h ••Nalnales ibe 
stud\ this wa\ : " Vt las|. aiherii-ers 
hiwr a leclinii|ue for measuring the 
basic cffectiN ene-s of iheir aihertising. 
... If \our lele\ ision ad\ertising is 
to sell vour product, it must uiake 
people like what \ on ha\e fi^r sale. 
This is ju-t what ihe IM-el program 
did for Edsel." 



JW T'.s Jack K. (^reeii. hrfore the 
\.I{.F. Third Annual (lonference. 
cited these rurrcnl needs in radio 
aiidieiire research : 

I 1) V count of the onl-of-home au- 
dience. 

I 2) Distribution of the radio audi- 
ence among l\* and non-t\ homes. 

I 31 Differenci's in radio and t\ set 
u-e habits obtaining within tbe \ari- 
ou- -ocio-economic groups of t\ 
households. 

"This l\pe (»f information." -a\s 
Green, "is essential toda\ . in ordi'r to 
i-olali- the full effect of radio in expos- 
ing llie aiKertising messages to iiuli- 
vidnals who are not available at the 
lime ihe t\ me-sage is being disphned 
on the li\ inn room set." 



Frank (i. Slisser. Jr.. has been made 
president and W. nriiee MeKwen. 
e\ecnti\e \ ice-president, of C. L. Hoop- 
er. Inc. 

James L. Kuipe. retiring presi- 
dent, will devote full time to personal 
business interests, with an occa-ional 
consulting as-igiinieni in ihe field of 
finance or general economics. ^ 
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A hn'(lf;c is a lasicr way lo cross a ri\(i. Wlicii lake 
it — yoii buy time. 

Actually, lo gci our work week done, all ol iis piirdiasc 
this coiiimodiiy Iroin one another. When yon hail a (ah. 
board a plane, or jusi pick up your phone )on 
buy time. We coidd go on. 

\\'hcii you buy SPONSOR yon buy time, too, 

and yon ought to know just how much )()n're buying lor 

how lit lie. 

Voii buy iiifoniinlivr lime: — a siafT of the Ijest reporters 
in the field deliver up to the ininnie news every week. 52 
weeks in the year. Yoii buy niialyticnl tiiiir: — 
the keenest minds in the broadcast industry give yon 
studies in penetration of the important irentls of the 
day. You buy digested time: — assembled and assimilated by 
experienced hands to bring yon the most comprehensive 
picture of the broadcast field. 

You're buying thousands of hours of this sort ol time for 
just 6<^ per issue — 52 issues for $3 .i year. Can von alToid 
to be Av'ithout it? 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 




Transcontinent 
Television 
Corporation 
is proud to 
announce the 
acquisition of two 
major broadcast » 
properties, I 
WGR-TV and 
WGR Radio in 
Buffalo, the nation's 
14th market. 



welcome. . 



Serving over a 
million people in 
the 3 billion dollar 
Western New York 
State area, plus a 
vast Canadian 
audience, and 
affiliated with the 
ABC Television 
and Radio 
Networks, these 
distinguished 
stations have an 
outstanding record 
of service to the 
community and to 
the advertiser. 
Transcontinent, 
with its policy of 
service, welcomes 
these additions to 
its familv. i 



TRANSCONTINENT TELEVISION CORPORATION 



WROC-TV. Rochester • WGR Radio. WGR-TV, Buffalo 
WSVA Radio. WSVA-TV. Harrisonburg 
Represented by Peters. Griffin & Woodward 

Offices: 70 Niagara St.. Buffalo. UOhawl< 2300 
15 East 47th St.. New York, PLaza 1- 



IFfuU's hapj>rnin^ in U. S. Governmeni 
that affects sponsors, agencies, stations 




WASHINGTON WEEK 



23 NOVEMBER 

Ctpyrlfht ltS7 
SPONSOR PUBLICATIONS INO. 



Tlu" NAimi is workiiifi up Htcaiii iihoiit tlir iirw Italtiiiiorc t!i\»'H of on 
jnlvrrtisiiif; ami 2% on iu\ rnvipts of tin" varioim media. 

A roiirt fiphf on coristifiitiniiality of the t;i\o«: appoars r('rtaia. howpvor, arul NARTH 
will spearhead the legal efTorts of the broadcasters. ANPA. it is helic\cd, will do the same 
for the newspapers. 

All hands agree that passage of the revenue meaciires in the one rity represents a threat 
against advertising, advertisers, and ad media on a national srale. If one city hits the 
jack-pot with this sort of a levy it is held, other tax-lunifrry ninnleipalitic8 will 
follow 3nit. 

Hopes are high that ronstitutionality ean surressfallv he attarked in the courts. With 
the tax applving onlv to ad media, it is felt that freedom of speech and press ran be userl 
to overturn the Raltiniore Citv Counril. 

Meanwhile. Baltimore broadrasters weigh getting FCC permission to move outside the 
rity limits. The taxes do not applv to suburban stations. 

(See NEWS WRAP-UP. page 57, for more on looming attark on Baltimore's tax.) 



Extension of the CathoHe Lesion of Deeeney's duties to inelude moral evahi- 
ations of radio and tv nrocranis was promised this week. (The T.egion of Derencv is 
now devoted to srrufinv of motion pictures.! 

Following the Pope's recent encyclical letter on this subject, the Catholic Bishops of the 
United States set up a one-year study on ways and means of evaluating radio and W 
programs. 

Meanwhile, in a speech before the New Orleans Chamber of Commerce. FCC Chair- 
man John Doerfer said, in effect: Re careful about askiiia the FCC to interfere with 
]>rogTaniinc in order to clear up anything you think might be wrong with radio or W. 

Tf you think things are bad here, just take a look at foreign nations where the govern- 
ment controls broadcasting. Doerfer said. 

Doerfer spoke asrainst a background of increasing pressure from manv sources for FCC 
intervention in the field of prosrramins. Most commissioners aeree that FCC's censorship 
would be a bad thing, but thev are feeling terrific pressure to get their feet wet along the 
censorship fringes. 

Soon to come is a new statement of FCC responsibility in this field, and it \nll 
come in the form of a clarification of things the FCC will consider at license renewal time. 

Since the clarification was first put on the asenda in the form of a proposal to change 
renewal application forms, FCC intent in the matter has gone through some s^^•^trhes as a 
result of the pressure for rensorship. 

The FCC orisinallv proposed, and appealed to be ready to rarr\-. a rule to drop most 
of the nrocraniini: question? from the forms, on the grounds that the FCC would onlv 
hold un lirensp renewals in anv rase, because of violations of laws on decencv. saniblincr. etc. 

The FCC now appears set to revert at least to the original proposition that it 
should have a look at the over-all prograuiing picture before renewing the license 
of a broadcaster. 



Representatives of the U.S. and Mexico met in Washington this week to clear 
up UHF allocations along the border. 

The two nations reached agreement on VHF allocations in 1951 and amended it in 1952. 
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Sources: ARB, Philadelphia, Oct. 1957/Telepulse, Binghamton, Baltimore, Kansas City, Houston, Nov. 
1956 /Television Magazine, Nov. 1956/SRDS, Mar. 1957/ARB, Altoona, June 1957/ARB, Hartford- 
Nev* Haven, June 1957 
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WFIL-TV 

in Philadelphia! MORI-: quarter- 
hour firsts, SIGN-ON to SIGN-OFF 
SEVEN DAYS A WEEK, than 
ANY other Philadelphia station! 

WNBF-TV 

from Scranton to Syi-acuse! 48.4% 
average rating-SEVEN NIGHTS 
A WEEK— MORE audience at 
lower cost per thousand than any 
station in Baltimore, Kansas City, 
Houston and other major markets. 

WFBG-TV 

from Pittsburgh to Harrisburg! 
143.4% MORE quarter-hour firsts, 
noon to sign-off, Monday-Friday, 
than nearest competitor. 

WNHC-TV 

from Massachusetts to Long Island ! 
DOUBLE the combined audience 
of competition, SIGN-ON to 
SIGN-OFF, SEVEN DAYS A 
WEEK! 

WLBR-TV 

UHF station to cover the entire 
LEBANON, LANCASTER, HAR- 
RISBURG,YORK area-America's 
Number 1 UHF market— and at 
one-sixth the cost of nearest com- 
petitor. 




X RIANG L E STATIONS 



W Fl L-T V 

PHILADELPHIA, PENNSYLVANIA 

WNBF-TV 

BINGHAMTON, NEW YORK 

WFBG-TV 

ALTOON A— JOHN STOWN, PA. 

WNHC-TV 

HARTFORD — NEW HAVEN, CONN. 

WLBR-TV 

LEBANON — LANCASTER, PA. 



Operated by: Radio and Television Div. / Triangle Publications, Inc. / 4.6th &. Market Sts., Philadelphia 39, Pa. 
WFIU-AM • FM • TV. Philodelphio, Po. /WNBF-AM • FM • TV, Binghomton, N. Y. /WHOB-AM, Harrisburg, Pa. 
WFBO-AM • TV. Altoono-Johnsfown, Po. / WNHC-AM • FM • TV, Horfford-New Haven, Conn. / WLBR-TV, lebonon-Loncoster, Po. 
Triangle National Sales Office, 4 8 5 Lexington Avenue, New York 17, New York 
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A round-up of trade talks, 
trends and tips for admen 



SPONSOR HEARS 



23 NOVEMBER 

Ccpyrlght l»J7 
BPONftOR PUBLICATIONS INC. 



The amount of enthusiasm a star shows for doing the commercials can land 
him a joh these days — or lose it. 

A major deal was partially determined on such a basis this week. The client had sepa- 
rate luncheons with the names offered by the various networks and picked the fellow 
(and network) most exuherant over the merchandise. 



N. W. Aver has taken cognizance of the fact that people like to spend Christ- 
mas among old neighbors and friends. 

So it has postponed the transfer of its New York media buying staff to the main 
offices in Philadelphia until after the first of the year. 



Disturbed by the inroads of network tv, leading reps are giving serious thought 
to starting the ball rolling on a joint project that would have this purpose: 

To demonstrate that spot tv is the primary medium for most national advertisers. 



Another facet of today's spot tv: Some reps are concentrating on winning over 
portions of schedules from competitive stations. 

One puts it this way: "Next to getting a saturation account, nothing warms the heart 
of a station as much as picking off a piece of business, even if it's only an announce- 
ment, from the opposition." 

CBS TV is suggesting to Chrysler (through McCann-Erickson) that it might be a 
good tactic to move Climax back a half hour to 8 p.m. Thursday. 

Climax so far hasn't been faring too well against the competition. 



Another example of the axiom in air media that the creative writer goes where 
the money is: Carroll Carroll is wTiting commercials for the Ford Road Show 
(CBS Radio). 

Carroll's career as a top dialogue writer dates back to the days of Bing Crosby and 
the Kraft Music Hall. 

Frank Ross, producer of Sally, is reported to have turned down an offer to 
quit NBC at the end of 13 weeks and put the show into sjTidication. 

Ross, husband of the series' star, Joan Caulfield, is confident that Sally (Chemstrand 
and Royal ]McBee) has the makings of a click. 



You don't hear much now about network franchises, but there was a time when ad- 
vertisers put a bookkeeping value on their air slots. Two examples from the '30s: 

1) While Lever Bros, was taking a look at Lady Esther as a possible acquisition, the 
broker reminded Lever that the assets included a time franchise preceding the 
Lux Theatre. (CBS interceded, cautioning Lady Esther against making such claims.) 

2) A prospective buyer of the Fitch Co. found the firm had included as a substan- 
tial asset the fact that the Fitch Bandwagon occupied the spot between Jack 
Benny and Charlie McCarthy. 
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Two and a half limes the audience of its nearest competition! 
Only WCCO Television can ofTer all family audiences like that of COMMAND PER- 
FORMANCE in the Twin City area. Since January, this feature film prof^ram has averaged 
a 22.1 Telepulse rating. Partial sponsorship is available, with Dean Montgomery as your 
salesman and merchandiser. Ask Peters, Griffin, Woodward. 



WCCO television '^"^r^'- Channel A 

; r h . 
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JACKSON, MISSISSIPPI . . . 

the Souih's fastest growing TV Market 

I 




INDUSTRY 
MEANS STEADY 
BUYING POWER 



2000 growing, diversified industries keep payrolls in 
the Jackson market consistently high the year around. 
The average family income is $5,735.00 (higher than 
New Orleans, Mobile or Birmingham)! Only two 
stations reach this prime industrial market — WJTV 
and WLBT. 

224,566 TV HOMES 

SERVED BY TWO GREAT STATIONS 

WJTV ; WLBT 



CHANNEL 12 I CHANNEL 3 




HOFFMAN & HUMOR 

{Continued from ])age 37) 

est schedules were in the morning, par- 
ticular!) on Thursdays and Frida}s 
when Hoffman ad planners reasoned 
homemakers are writing the weekend 
chopping list. 

Results of the radio campaign are 
reflected partiall) in the Sarsaparilla 
sales record: 

• "Sarsaparilla sales rose 3.5/y in 
April-Octoher 1957 over the same pe- 
riod last year," says Fred A. Duerr. 
Hoffman general sales manager. (A 
10-1.5'*^^ gross sales increase is antici- 
pated by Hoffman this year) . 

Did the campaign succeed in its ba- 
sic objecti\"e of drawing attention to 
the Hoffman name? Some measure- 
ments : 

• Letters from listeners have aver- 
aged about 25 a week. Some of these 
are from people with multi-syllable last 
names who offer compassion to Sar- 
saparilla in its plight. Others contain 
suggestions for name changes, ranging 
from Sass to Sassy Sue. "All of these 
letters ha\e one thing in common.'" 
says Meyer. "Listeners have picked 
up the mood of Hoffman commer- 
cials and the\ write to us with the 
same tongue-in-cheek approach." 

• New York's Vi'XEW ran a con- 
test to name the U. S. earth satellite 
( pre-Sputnik) ; over 250 entrants pro- 
posed Sarsaparilla." 

• Ditties, poeins and even songs 
complete with musical scores have been 
received at the Hoffman offices from 
listeners eager to contribute to the 
campaign's effectiveness with their own 
brand of whimsy. 

• Increased trade awareness was 
I another important product of the hu- 
mor gambit. Salesmen were greeted 

I by storekeepers with "Hi Sarsaparil- 
la;"' a pleasant, easygoing atmosphere 
keyed the sales calls and order-writing 
became easier as a result. 

IMeyer points out that this salesman- 
storekeeper relationship is of prime 
importance to Hoffman, which does 
75 of its business with the indepen- 
dent grocers. "These men are just 
running the small businesses, they're 
not sitting behind desks buying for 
hundreds of stores. They enjoy a joke, 
a wisecrack, a bit of humor that puts 
them in closer personal touch with a 
salesman. Our salesmen walked in to 
these men with a built-in personality 
as a result of Sarsaparilla."' 

Critics of the Hoffman Sarsaparilla 
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('i>iiiiiu'i'<'i:ils Ncnlnrc lluil tliiiii^^li tlir\ 
iirc ainii-iiiji, tlicN hick ii lnn' -fllin;^ 
Oiii--li()M('(l nil llii- \Ii'M-i 
•-t;ilc(l, "we coM-^i-lt'iillN lunt' two -t'll- 
iiij; pniiits: 1 IoITiikimV iinlunil Ihiior 
and il-^ .^/^v^(/^ sptirUi'. I lic-c hNwoid- 
ii[)|)(';ir in all llic Sarsapiiiilla roiniiicr- 
cials. Ill adtlitiuii, li()\\('\ cr, tin- nmi- 
pu'ir"uil>" "inlclliLit'iit' luand of Iniiiinr 
t'-tal)li>li('< an imajio of llolTiiuiii a-^ a 
([nality t-rafit' that !•< fini to drink. 
I'.>tahlishnu'nt of this ilnaJ^(' is a .-i-ll- 
injr point in e\(My sense of llic \\ord." 

('ominciilcd athnan Ihirlij;: " HolT- 
inan is \\t'll-kno\\n as a qnaiilN prod- 
11(1: onr priiiu' need wa-^ lo sell alten- 
lion for onr naiiif in llic face of onr 
competitors' increased acli\itie-. lliese 
coinmerrials ha\e done tlii- joh. \Uo, 
the pnhlie is recepli\e to the luimor ap- 
proach ri>;ht now. Ihil if loo main ad- 
\ertisers use it. it will hecoine o\er- 
done and lose elTerti\ eness." 

IlofTinairs conlinniii}! faith in hnmor 
is deinoiislrated 1)\ the firmV receniK 
-tarted mixer campaij;n. which fea- 
tures Henry Mor>ian. for main \ears a 
well-kiioA\n huniorisi in the \e\\ ^ ork 
hroadeastiiig area as uella- nationalK. 

The Sarsaparilla cominercial- came 
to a hah in Octoher. with the clo>e of 
what soft drink mannfarliiier> term 
the "llavor season." Now HolTinan. a> 
well as others, will pii>h mixers 
thron^h spring. 

Heiir) Morgan \\a> cho>en h\ llolT- 
nuin for the new radio commercials 
heeansc of his h)n>r-e^tahlished fame 
as a prime exponent of what ISew 
orkers like lo think is their particular 
t\pe of humor. "Sort of the .-ophisli- 
cated. smart brand." Me\er (lef!ne> it. 

The car})onation of HolTinan mix- 
ers, "'strong hul)l)le>" making for long 
life, is one of Mt)rgan"s prime copN 
points. His commercials also >tri\e to 
make the Hoffman name ^^non\mous 
with ?ociahilit\ and enlertaininenl. al- 
ways through humor. 

Example: During the height of the 
hullabaloo over impressario Mike 
Todd's 18.000-guest blowout at Madi- 
>on Square Garden. Morgan spoke: 
"the next time \ on wamia throw a 
part) for say 2.5-30.000 people, make 
>ure you got good mixers that's ver\ 
important, you gotta lia\e people 
who II mix — you know, like Hoffman 
mixers mix . . . where re \ou gonna 
put 25-30.000 people? I don't know, 
nobody's using Kbhet's Field." 

Hoffman is running the mixer com- 
mercials on eight New York area radio 
stations at a llO-per-week frequency 




Don't Light it-" this is your 

INDIANAPOLIS / DES MOINES DAY ! 

If you have to light up on Indianapolis- De.s Moines day, please make it 
a cigarette. Then sit back and relax — let WXLW and KSO carry the 
ball. This one-two scoring team has a habit of racking up results. 

In Indianapolis, WXLW is tbe only radio station preferred by. and sell- 
ing the audience that does the buying, tbe adult audience. (22.4 PULSE 
average!) The reason? An exclusive music-and-ncws format carefully 
adhered to by the town's top air personalities. This combination of pleas- 
ing music with personahties that please produces the number one selling 
job in Indianapolis. For pcace-of-mind time buying— specify WXLW. 

KSO, in Des Moines, follows the same successful pattern as its sales 
twin in Indianapolis, to comer tbe rich adult market. E.xclusive pro- 
gramming plus popular air person.alities brings consistent residts. KSO 
firmly believes in the old adage — give 'em what they want, a policy that 
has this fast-rising Des Moines station already challenging for all 'round 
leadership. Choose KSO. where time doesn't cost — it pays. 



5000 Wattt Day Time 




950 KC 
Indlanapolli, Indiana 



5000 Watlt Full Time 




1460 KC 
Dei Molnet, Iowa 



Get the facts from your nearest ]OHS E. PEARSOS representatice 
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rale. 



Ih'a\iesl >c-hedules again are in 



the morning, with 'lliursdays and Fri- 
days dominalinji. 

'IN's role: sl'O^S()R estimates IIofT- 
maii also is investing about $150,000 
this year in tv time. Three spot cam- 
paigns, all in eight-second 1.1). 's, have 
l.een run h) the New Jersey" firm. 

A Januar) -April schedule pushed the 
compain's mixer line, while two later 
series introduced new Hoffman lines. 

In April-June the company used tv 
to sell its new 10-oz. cans in the ^la^ or 
line. The decision to offer its soft 
drinks in cans was made by Hoffman 
"because we feel there is a small, but 
definite market for them.'" sa\s AIe\er. 

Hoffman extended its tv participa- 
tion to sponsorship of a one-shot in 
March— the St. Patrick's Day parade 
held this year on 16 March. The four- 
hour spectacle was televised on WPIX- 
TV, New York. With six minutes of 
ad^'ertising time per hour, Hoffman 
used live commercials to push its en- 
tire line: mixers, ^la^•ors, cans and 
Streamline, a flavor product featur- 
ing low calorie content. Meyer states 
the program gave Hoffman a low cost- 
per-1,000 of approximately 25^. Rat- 
ing: 28.0 Nielsen total audience. 

Hoffman's tv campaigns were run on 
two New York stations. WRCA-TV 
and WAFiC-TV. Frequencies: 61 per 
^veek for the spring mixer series: do 
per week during the suimner can in- 
troduction; and 30 per week in a fall 
Vitamin C campaign. In all instances, 
schedules were heaviest in the after- 
noon. Meyer estimates the l.D.'s 
reached 10 million gross homes i^er 
week at 5S<? per 1.000 homes. 

Transfilm de^ eloj)ed a unique com- 
mercial approach for Hoffman's tv 
spots. In the mixer films, for example: 
the commercial opens with a straight- 
do^vn camera shot at the tops of two 
Hoffman bottles (one ginger ale, the 
other club soda), a swizzle stick and a 
pretzel. These props are arranged to 
simulate a face (see cut) ; the camera 
then pans down in an arc to reveal the 
Hoffman bottles in a straight side- 
view. Thi> same "face'' theme is used 
in all film spots. 

In merchandising, Hoffman's 1957 
acti^ ities ha^ e been light, but Hartig 
says, "we're planning a full merchan- 
dising program to tie in with our tv/ 
radi(j ad\ertising and it ^\ill break 
sometime next year."' The company 
anticipates investing about as much in 
air media in 1958 as in 1957. ^ 






A. C. Nielsen Company 
Reports... WLW Radio 
consistently with one 
of the ten largest 
audiences among the 
more than 2870 Radio 
stations in America. 
And WLW Radio gives 
you the nation's fifth 
largest unduplicated 
radio audience. 
So before you buy 
radio time, check 
with your WLW Radio 
representative. You'll 
be glad you did ! 
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WliW 



WORLD 




Sales Offices: New York, Cincinnat , Chicsgo 



Sales Representatives: NBC Spot Sales: Detroit, Los Angeles. San Francisco 

Bomar Lowrance & Associates. Inc., Charlotte, Atlanta, Dallas Crosley Broadcasting Corporation, a division of V 

f 
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WCFL 




lOOO ON THE DIAL 
50,000 WATTS 

Marty Hogan — General Manager 
Tom Haviland — Commercial Manager 

666 LAKE SHORE DRIVE • CHICAGO 
MOhawk 4-2400 

Burke-Stuart Co., Inc. 
60 E. 56th St. . New York, N. Y. 
PLaza 1-4646 

NKW YOHK • CinCAGO • IIETKOIT 
LOS ANGELES • SAN FRANCISCO 



Tv and radio 
NEWSMAKERS 




John F. Box, Jr., ha^^ heen aj)jioiiited ex- 
ecutix e \ ice jjiesirleiit in charge of the 
liiilahaii radio .'stations. In his new ap- 
poiiitiiieiit Box will he hearlquartererl in 
Ft. Louis where he will also act as manag- 
ing director of WIL. the Balahan station 
in that city. In addition to WIL, the 
lialahan interests include WRIT. Mil- 
waukee; KFBL Wichita: WTVO. Rock- 
ford. 111. and W1CS-T\'. Springfield, 111. Box has heen an execu- 
tive \ice president of the Hartell Group since 19.54 and held inaii- 
ageincnt jiositions with Bartell stations in Milwaukee, Atlanta and 
Phoenix. He is eurreiitl) general manager of V^HLD in Boston. 
Prior to joining the Hartell organization he was with NBC. Box is 
a ineml er of the RTES. and the Broadcasting Executives Cluh. 



Daniel Denenholz, who pioneered the 
research and promotion activities of the 
Katz Ageiic). has heen elected vice presi- 
dent in charge of research-promotion. 
Denenholz. who supervises the advertising, 
puhlicity, research and sales data activities 
of the agency, has been with Katz since 
V)?>1. This promotion is part of the agen- 
c)'s three-level expansion program involv- 
ing the creation of three new vice presidential posts, a 50'/< expan- 
sion of office space and the addition of 20 people to the sales staff b\ 
March 15, 19.58. jMorris S. Kellner. radio sales manager since 1952, 
has heen elected vice president in charge of radio sales, and Scott 
Donahue Jr., who has heen tv sales manager since 1952, has been 
named v. p. in charge of tv sales. All are directors of Katz. 




Mort Bassett has purchased major owner- 
shiji of radio station V^'ROD, I)a\toiia 
Beach, Florida. The buy was made from 
John S. Murph\- and James F. McDonough 
of the Da)tona Beach Broadcasting Corp. 
McDonough retains a minority interest in 
WKOD. In announcing the jiurchase, Bas- 
sett stated that he plans to assume active 
inaiiageinent of the station about the first 
of the \ear subject to FCC approval of the transfer. Bassett entered 
the broadcasting field in 193C, on the New York staff of NBC. 
Five years later he went to the Morse International Agency as media 
bii)er and assistant radio director. After World War II Bassett 
joined John Blair & Coiiij)an\, where he has held an executive ])ost 
for the past 11 \ears. lie is a member of the Radio Pioneers Club. 
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BINGHAMTON 

IS NO LONGER A 
ONE-TV-STATlbN MARKET 



/ 




Now for the FIRST TIME 
the curtain's going up on 
ALL of the top NBC shows via 







Binghamton's Great New Channel 

NOW ON THE AIR! 




An impressive new studio building . . . our own microwave 
relay system . . . and an energetic promotion campaign which led 
to thousands of conversions before our test pattern was on the 
air are but a few of the indications of the strength and stability 
of this new sales signal in the Binghamton market. 

One of the most powerful on the air . . WINR-TV. with a 
million-plus watts, is the first station to ofTor full network pro- 
gramming from the first day of operation. 



IN IH[ IRIPU CITIES BINGHAMTON [NDICOH-IDHNSON CIH, N. Y. 
REPRESENTATIVES GEO. P. HOLLINGBERY 



Gjiinett RmHo-TV Group 



BROADCAST DIVISION OF THE BINGHAMTON PRESS COMPANY 
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Videotape and the April problem 

A>k anv tiiiiehiiyor. station sale> manager, or national rep- 
rcxMitatixc to name his A'o. 1 headache. Chance? are he'll 
\()te for the t\\ icc-yearlv time-change frenzy, which, each 
Vpril and Octoher. exacts a terrific toll in lime and mone\ . 
not to mention the wear and tear on the hmnan >v>lcm. Many 
accounts have l)C(^n known to hold off on urgenlK needed 
spring and fall spot campaign? until the lime change had 
heen eflecled. 

Last year CHS T\' was able lo solve a good part of the 
problem tbrongh u.><e of Ampex black-and-white tape; this 
year the arrival of color tape mean^ that for color program^ 
a? well the problem i? fast disappearing. 

Hehind this newest ad\ance (and the age of color tape) 
are many forces, and some examples of indn?try teamwork 
at its he>t. There is the example of two WiC affiliate?" 
comniillees, both beaded by" Lawrence (Hnd) Rogers of 
WSAZ-T\ , llnnlinglon, which urged the application of video 
tape recorders by i\BC in licking the time-change problem. 
There is the example of NBC which bought the idea. There 
is the example of RCA and Ampex and an exchange of 
patents which allowed RCA lo use the Ampex recording bead 
and Ampex the RCA color developments. There i? the ex- 
ample of liCA in Camden which i? working day and nighl 
lo complete six color video tape units on time. There is the 
example of AT&T which must provide nation-wide facilities 
(no snuill task) ?o that every tv home will receive the benefits 
of \ ideo tape. 

For ?ome lime there has been a ?erion? siuig at the AT&T 
end of the line. AT&T is having trouble providing facililie? 
for some 5,500,000 homes in an area including Detroit. 
Toledo, Cincinnati, Dayton, Columbus, Indianapolis. Grand 
liapids. Lansing, Hay City, Huntington, Charlolon. and 
other market?. 

Hut the teamwork that has marked the efforts ihu? far will 
hardly slop now. Come April we fondly hope that the whole 
connlr\ will be adeipialely served by all three network?. 

THIS WE FIGHT FOR: A great srnicc is 
bring offered liinebuyers — and sellers — through 
the IxTKS seminars {see sponsor 16 i\oiem- 
her). Either as a refresher or as basie training 
this is an opportunity no one should miss. 
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lO-SECOND SPOTS 

Shakespeare on timebuyers 

Tlie lime is out of joint. (1) Ealing 
the air on promise of supply. (2j Then 
must we rale the cost. (3) But in the 
way of bargain, mark ye me, I'll cavil 
on the ninth part of a hair. (4) l ime 
and hour runs through the roughest 
day. (5) If you can look into the 
seeds of lime and say which grain w ill 
grow and which will nol. (6) I'll 
charm the air lo give a sound. (7) If 
we should fail? (8) Oul, danmed 
spol! (91 

Follow-up: Add lo thai sponsor 
Hears ilcm (26 October) on Confed- 
erate Scratch Pad? consisting of three 
SI hill? sent oul by WDAK, Columbus, 
Ga. . . . Seems a Madison Ave. wag 
wrote station asking for a refill. "He- 
fills are available."' replied station head 
Allen \Voodall. "at three bills for $f." 

TBA: A Da) ton woman w rote lo Iv 
station W lAV-D and evaluated about 
20 of its programs with connnents 
ranging from "pretty good" lo "is 
okay." The line that really caught the 
program director's eye, however, was 
this: "TBA is sure good." 

Quote, unquote: Mark Good?on of 
Goodson-Todman {Whales My Line. 
etc.) in The Neiv York Times: "We 
would like lo in\est in something that 
is far less insecure than television. 
However, we have been and still are 
quite successful in the television me- 
dium." \ot doing badly, ti e'd say. 

Contents noted: Part of a letter from 
Loveland Kiss Co., Loveland, Col., 
makers of Lo\e and Kisses Saltwater 
TafT) : 
Dear Sir: 

AiS alwa}s. NE\VS is where you find it 
— and we hope } ou can use a little 
sloi) about LOVE and KISSES in 
SPONSOR because they are designed lo 
help create friendship, good will and 
L\l EREST for those w ho have some- 
thing to sell. . . . The box carries lit- 
tle sentimental stories — like the one 
about our "Super-Cinnamon ' Kiss 
which is so lender, warm and sweet, 
just like a kiss should be. By tradi- 
tion, the person is supposed to make 
a secret wish as the kiss is enjoyed. 
. . .'' Perhaps as a gift for time- 
buyers? 

ItCK: (I) nanilil. .\ I. s. 3: (2> Urnry IV I>:irt 
II. A I. s. 2: (3) Ibhl. s. 3; (4) IhlJ. Part I. .\ III. 
s 1; (."•I Macbelh. .\ I. s. 3: (fit IbKl: Ci IbM. .\ IV. 
s. I; Ihlil. .\ I. s. 7; (9) Ibid. A V. s. I. 
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\RB-Philadelphia Metropolitan Area Report- October 1957. WRCV-TV wins a 35.6'c share of audience-sign- 
al to sign-off, Sunday through Saturda^j— making it the Number 1 Station in the nation's I^th market! 
• SOLD BY{NBd SPOT SALES 



among the outstanding television 

stations we are proud to represent: 

KALB-Tv Alexandria, Louisiana 

KPLC-TV Lake Charles, Louisiana 




KBMB-TV Bismarck, North Dakota 
KCJB-TV Minot, North Dakota 

KXJB-TV Valley City, North Dakota 
KiMA-TV and satellites. Yakima, Washington 
KLAS-Tv Las Vegas, Nevada 

KNTV San Jose, California 
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television station representatives 

new york • Chicago • detroit 
san francisco • atlanta • boston 
hollywood • des moines 



